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TENDENCIESAND FACTSIN THE PROCESS OF MAINTAINING
CAPITAL OF ROMANIAN CONSUMERS’ COOPERATIVES

Associate Professor Ph.D. Marinela-Daniela MANEA
"Valahia" University of Targoviste, Romania
Email: m_manea7 @yahoo.com

Abstract: Whereas prior to 1990 the co-operative movement held an important position in the
national economy, later on, going from centralized economy to market economy, this sector saw a continuous
decline, and consumers’ co-operatives — the subject matter of our study — were forced, in line with their
resources, to adapt to new tendencies as they emerged. And, since development of a large co-operative
movement requires a support system capable to transfer knowledge of a great number of people, in addition
to capital resources to favour cooperation, the undertaking of our paper aims at the very methods to
maintain Romanian co-operative societies, process which has been ignored over the past two decades both
by the lawmakers and entities directly concerned.

Key words: co-operative society, share capital, shares, divisible assets, indivisible assets.

JEL Classification: J54.

1. Introduction

In the economic area, co-operatives are entities with a specia behaviour and
dynamics: through their objectives, principles and type of organization, they proved a
constant preoccupation for the community (art.7, par (3) Law no. 1/2005). Services and
products offered in less devel oped areas enable them to meet economic objectives in order
to satisfy the needs of their members. Their success and endurance on the market
(Petrescu, 2013, p. 16) is a consequence of their interest to find the best solutions in
solving problems of their members and implicitly of the members’ communities.
Therefore, co-operatives may be considered an instrument towards solving communities’
problems.

Although unfairly isolated, as a result of the limited applicability of the profit
maximization principle — typical of trading companies, co-operative entities were the ones
which responded the best to the constraints of the economic and financial crisis of 2008;
this was also a consequence of the social and economic duality of this type of entity which
is not exclusively focused on meeting its economic objectives, but rather on meeting the
needs of their members as a finality of the former (i.e. of objectives met). In addition, their
capacity to “infiltrate” in various fields of work — trade, product capitalization, farming,
socia services— alow their co-operative members to achieve objectives which would have
been more difficult to achieve had they been producers, consumers or individual workers.

In this context, it isimportant to identify new methods and strategies to maintain on
the market this type of economic operator with private capital (art.7 par (2) Law no.
1/2005) which jointly performs activities of providing their co-operative members and
third parties with products they buy or produce and activities of rendering services for their
co-operative members and third parties. After the 1990s, lack of legidative and
institutional support for the activities of consumers’ co-operatives led to significantly
poorer performances of these structures, with influences on the number of their members,
income and capital maintenance. This study lengthily focuses on how to maintain share
capital of co-operative societiesin aworld of globalization where of paramount importance
is the economic dimension and not the social dimension; in this context, in the absence of a
well-defined entity to survive on the market, especially after the communist period, the co-
operative entities were forced to take over a series of techniques used in private
management, with significant consequences on the reduction of the local character of co-
operative’s activity.
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2. Literaturereview

In Romania, co-operatives are defined in accordance with Law no. 1/2005, as
follows:“the cooperative society is an autonomous association of individuals and/or
companies, if applicable, set up on the basis of their free consent, in order to promote
economic, social and culture interests of the co-operative members; it is held jointly and
managed democratically by their members, in line with co-operative principles.”

The specificity of the co-operative organizations originates in the very definition
above, where the following characteristics are marked in italics:

v the co-operative is an autonomous-independent association within which the
members jointly and democratically manage the activities conducted and the decision-
making processes,

v setting up a co-operative targets voluntary participation of individuals based
on their free consent, which means it is an undertaking which may not be forced upon an
entity;

v in respect of values such as self-support, self-responsibility, equality, equity,
solidarity, set-up of co-operatives targets fulfilling economic, social and cultural interests
of al members;

v by joint contribution to share capital, the co-operative members hold equal
vote rights (“one person, one vote”) and they actively participate in establishing decision-
making policies and processes.

The analysis of the characteristics above shows defining elements of co-operative
entities, much too economically-oriented so as to be assimilated by the non-profit sector,
and yet much too socialy-oriented so as to be considered economic entities focused on
making profit. Due to this dual economic and socia structure, co-operatives are difficult to
be classified with accuracy among the other organizations. Provided by law® —
indivisibility of a part of assets (art. 64), disinterested transfer of assets in case of
dissolution [art. 87 par (2)] and joint sharing of what isin excess, in line with contributions
made (art. 11) — they all represent reasons for including co-operatives on the list of non-
profit entities. Nevertheless, as economic operator with private capital (art. 7 par (2) Law
no. 1/2005), the co-operative ams to make profit from providing products and from
rendering services to the co-operative members and third parties. The impossibility to list
the co-operatives in one of the organizational forms mentioned above, due to its social and
economic duality, entitled the speciadists (Petrescu, 2013, p. 17) to consider them hybrid
entities which combine elements of volunteerism and trade.

Despite the precarious conditions on the market — the economic crisisin 2008 is a
good example in this context — the co-operatives proved that they can contribute to social
cohesion and can solve problem affecting their members and communities (Novkovic,
2006), because:

v they can operate in locations which are not profitable for trading companies,

v they offer jobs to vulnerable and disadvantaged persons who have major
difficultiesin integrating on the job market;

v they operate locally and buy products in disadvantaged (small)
communities, at prices higher than average in order to encourage development of local the
economy;

v they sell products/provide services at low prices inside communities with
low income in order to support them, in the spirit of the social objectives they want to
fulfil;

' Law no. 1/2005 regarding organization/operation of co-operatives, as republished in the Official Gazette I,
no. 368/20.05. 2014
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v they get involved in the development of the community they belong to and,
providing resources are available, they finance community development projects.

Upon establishment, co-operative organizations undertake to respect the set of
generally-adopted principles (ICA, 1995): a) volunteerism and freedom of affiliation; b)
democratic control by their members; c) economic participation of members; d) autonomy
and independence; €) education, formation and information; f) cooperation between
co-operatives; @) interest in community. The specidists and practitioners in this field
(Corcoran and Wilson, 2010) suggest to promote a large set of principle to enable
harmonious development of the European co-operative sector, such as. a) free entrance; b)
democratic organization; c) sovereignty of work; d) instrumental and subordinate nature of
capital; €) participative management; f) solidarity of salaries; g) inter-cooperation; h) social
transformation; i) universality; j) education.

In Romania the following seven principles have been taken over (art. 7 par (3) Law
no. 1/2005): a) voluntary association; b) democratic control; c) economic participation of
the co-operative members; d) autonomy and independence of co-operative societies; €)
education, training and formation of their members; f) cooperation between co-operative
societies; g) preoccupation for community.

Development of the co-operative movement in the European area, and by extension
in the local area, requires compliance with a set of conditions (Corcoran and Wilson,
2010), asfollows:

v sufficient capital contributed to co-operatives,

v technical/start-up assistance provided to co-operativesin initial stages,

v a mandatory “indivisible reserve”;

vimportant structures to support, guide and educate co-operative members and
owners simultaneously;

v'astrong fedling of solidarity and cooperation.

The co-operatives in Romania currently face a series of organizational issues of
which solutions depend on how the following tasks will be achieved:

v satisfaction of co-operative members’ interests and needs;

v continuous development of infrastructure and extension of cooperation
between co-operative organizations;

v consumer’s protection;

v exercising influence on the consumption policy;

v other tasks, in accordance with legislation and articles of incorporation of

each consumers’ co-operative.

It is the co-operative members who are in the centre of the co-operatives’ activities.
Through economic functions fulfilled, provision of goods and services to their members,
manufacture of their products etc., the co-operative guarantees and ensures a social status
specific to each and every member. Above all, the co-operative member stands out as the
owner of the co-operative. The further existence of the organization depends on his or her
actions. Each member has to be co-interested in the prosperity of the co-operative through
direct participation to the actions of the entity, with beneficia implications, enjoying
therefore certain advantages.

3. Divisible and Indivisible Part of the Capital of Consumers’ Co-operative
Societies — between Regulation and Reality

Although the success of consumers’ co-operatives, in specific conditions of each
country, relies on compliance with several conditions, this study focuses on two of them:
co-operatives have sufficient capital in the “indivisible reserve”, of the one hand, and the
“divisible reserve” is reasonably outlined in terms of dimension, of the other hand. Starting
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from the conditions required to set up a consumers’ co-operative society, Romanian
legidlation provides a share capital of minimum 500 lel (art. 9 par (1) Law no. 1/2005)
divided into equal shares, at minimum nominal values of 10 lel (art. 9 par (3) Law no.
1/2005).

Upon constituting the capital, the defining characteristic of consumers’ co-
operatives is represented by the delimitation of assets into two parts (art. 64 par (2) Law
no. 1/2005) — divisible and indivisible. The divisible part of the capital comes from the
initial contribution as well as, later on, upon constituting and increasing the co-operative’s
capital as a consequence of issuing new shares, respectively the total dividends to which
the co-operative members have been entitled to throughout time. The indivisible part
represents the capital accumulated by the co-operative while active, less the divisible part,
and may not be the subject matter of distribution or acquisition (art. 6 letter j of Law no.
1/2005) between co-operative members. In addition, the indivisible reserve may not be
transferred outside the co-operative movement (art. 87 par (2) Law no. 1/2005), which
means that in case of a co-operative dissolution, the indivisible part shall be donated to
another co-operative.

Our study mainly focuses on the limits imposed by the Romanian legislation with
regards to increase of the share capital/divisible reserve. Therefore, only issuance of new
shares as aresult of cash/kind contribution shall be alowed. In these conditions, should the
share capital increase exceed 10%, the resolution of the General Assembly shall be
published in the Official Gazette of Romania, Part VII. Nevertheless, this very express
provision in par (3) of the same article 75 of Law no. 1/2005, which obstructs including
favourable differences from asset revaluation into the share capital, has led to a series of
unfavourable situations for the perpetuity of the co-operatives. The compulsoriness to
direct the excess value resulted from revaluation of assets towards reserves and not
towards share capital generates a huge disproportion between components of the share
capital of Romanian consumers’ co-operatives.

In practice, we witness an undersized share capital, of maximum 5,000 lel, in most
cases, respectively some large reserves — resulted from revaluation or capital. And it is still
the practice, Romanian this time, especially with small and medium consumers’ co-
operatives, where there are few associates, which shows us grotesque-bordering situations:
consumers’ co-operative societies of which share capital paid in (divisible reserve) is
derisory comes up with practices to favour associates, mainly the ones who are also
employees of the co-operative, irrespective of the dimension of the indivisible reserve
(revaluation reserves, capital reserves, financial result carried forward etc.).

Here are two such scenarios:

First hypothesis

Be afirst degree co-operative with 9 associates, of whom seven are also employees,
which has four business premises sold in accordance with the resolution of the General
Assembly (seven against two votes). The resolution of the Genera Assembly was
published in the Officia Gazette, the profit was directed both to dividend distribution (to
co-operative members who are not employees) and to salary settlement, including fiscal
obligations assimilated. The co-operative legidlation in force was observed and, despite the
fact that the endeavour is unethical, it may continue its course.

Under these circumstances, the opposition of the non-employed co-operative
members is irrelevant. They intuited the others’ intention to pay themselves salaries and
bonuses to the detriment of the entity’s perpetuity, entity which, in time, will no longer be
attractive even for takeover by a second degree co-operative society, since the entity was
despoiled by its own associates'employees.
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Second hypothesis

Coverage of losses from current activities through sale of assets is a very well-
known practice in Romanian cooperation. However, when such undertaking overlaps a
management which pursues to minimize the number of co-operative members so as to be
able to make decisions based on manipulating a smaller number of individuals, the
situation becomes redlly tragic. Thisisthe case of many co-operatives in the country which
used a fraudulent unethical stratagem: i.e. changing the value of the shares provided by the
articles of incorporation of the society, without notifying all co-operative members who,
due to lack of information, will not subscribe and therefore will cease to be members.

With fewer members (in case of small co-operatives even 5 — 7 persons),
management can be more persuasive in convincing the remaining members, potential
employees interested in staying operational, at least on a short term, to sell their assets.

These hypotheses show significant differences in the system which should be
identifies and removed. This is the reason why it is necessary to have a balance between
the divisible and indivisible reserve and to implement some mechanisms so as to prevent
spoilage of consumers’ co-operatives and their bankruptcy.

4. Incorporation of Some Reserves, Including the Ones from Revaluation in
Shar e Capital — Premise of Maintaining Capital

By virtue of legal provisions, (art. 75, par (1) of Law no. 1/2005) Romanian
consumers’ co-operatives may increase their share capital only by contribution of new
shares, respectively in exchange for some new in cash/kind contributions. The reality in
Romania introduces us into aless interesting area: following the evaluation of fixed capital
owned at actual, market value, after the 1990s, records were made of significant reserves
from revauation in relation to co-operatives (see table no. 1); nevertheless, since the
legidlator forbids their inclusion into the share capital (art. 75, par (3) of Law no. 1/2005)
the disproportion between the value of the share capital and the reserves from revaluation
became significant. The divisible part of the share capital is sized separately from the
indivisible one and this is completely justified, especially in the declining times of the co-
operative. However the issue of undersized share capital has to be settled; the three
cases/hypotheses presented above demonstrate the creativity of the managers as to
despoiling their co-operatives.

A possible solution for the legidator to take into consideration may be given by the
incorporation of a part of the reserves, including reserves from revaluation, into the share
capital — the divisible part, leaving thus the possibility to grant larger dividends to
co-operative members whenever the entity makes profit. Our undertaking may seem to
conflict with the co-operative principle of economic participation of the co-operative
members to constituting the ensemble of assets (art. 11 Law no. 1/2005). What does this
principle say? Each co-operative member may own a number of shares representing
maximum 20% of the share capital, ensuring therefore an equitable participation of al
members. Even though a priority, the co-operative societies direct the net profit towards
development of the entity and less towards rewarding its members, in conditions of a weak
organizational culture, as is the case of the Romanian co-operative, one may promote the
tendency to capitalize the business premises owned, as they became, around the 1990s, an
extremely tempting target for the business people inside or outside the system. In order to
prevent such situation, it is essential that the co-operative members should be aware of the
danger, keep themselves informed at all times and responsibly ensure the continuity of the
entity. An increase of the divisible reserve (share capital subscribed and paid in), so
disproportiona in relation to the ownership equity, would create the co-operative members
the feeling that they belong to a truly socia structure, interested in the welfare of its
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members. The process of divisible reserve increase will be however handled with caution;
the reserve increase should not exceed the previous share capital so as to avoid getting to
increases which exclusively pursue remuneration of the co-operative members through
dividend distributions.
Tabl 1E f sh ital toth ’ i h
eno.l Extract from share capital to the consumers’ co-oper atives at the
Dambovita County
-lei-
2012 2013 2014 2015 2016
Specificatie § § 13 % 13 5
T ] z T ] z = g z = 3 z = g &
Pl |2 |F e |8 Pl |2 |FolE 1 |E e |
g g g 8 ® £ & i<l £ I 2 g 8 T =z
& 3 g & 3 g & 3 g & g g & 3 g
& & 5 8 5
o o o o
Federalcoop 58.448 1.575.437 3.439.638 59.178 1.695.384 3.709.277 58.981 1.896.305 4.033.947 58.043 1.872.682 3.940.017 58.336 1.906.541 4.169.371
Démbovita
Consumcoop 860 70.404 165.485 860 81.511 176.720 860 92.177 181.200 860 100.985 190.175 860 100.985 191.666
Bilciuresti
Consumcoop 860 40.361 106.687 860 40.361 106.687 860 40.361 109.945 860 41.529 111.452 860 41.530 113.366
Cranguri
Consumcoop 730 71.228
Doicesti
Consumcoop 1.380 66.705 403.132 1.380 66.705 403.771 1.380 82.446 343.223 1.380 82.446 338.004 1.380 82.446 339.136
Gaesti
Consumcoop 830 118.565 246.385 830 118.565 246.385 830 129.126 274575 830 129.126 274575 830 84.756 252.510
lonesti
Consumcoop 1.400 8.952 270.144 1.400 8.952 274.088 1.400 8.952 195.361 1.400 8.952 196.887 1.400 8.952 199.407
Moroieni
Consumcoop 630 48.788 159.318 630 48.788 183.891 630 50.404 185.39%5 630 50.404 191.993 630 47.904 188.855
Pietrosita
Consumcoop 430 21.732 220.713 430 21.732 223.131 430 24.975 224.388 430 24.975 261.784 430 24.975 230.388
Potlogi
Consumcoop 4.855 127.267 4.855 123.909 4.855 120.823 4.855 120.823 4.855 120.823
Racari
Consumcoop 1.000 54.393 157.488 1.000 67.221 171.007 1.000 67.221 178.775 1.000 67.221 184.343 1.000 67.221 190.963
Selaru
Consumcoop 1.220 491.498 705.688 1.220 516.176 730.207 1.220 452.165 671.048 1.220 452.165 671.558 1.220 452.165 676.803
Titu
Consumcoop 2.450 205.495 496.898 2.450 205.495 451.300 2.450 205.495 414,599 2.450 135.043 362.742 2.450 135.043 425,779
Voinesti
Consumcoop 3.440 13.158 55.243 3.890 14.700 58.866 3.840 14.700 59.560 3.790 13.950 59.236 3.810 13.950 59.562
Vulcana Bai

To support our undertaking with actual data we will analyze below the share
capital/divisible reserve and ownership equities/indivisible reserve of the first degree
co-operative societies subordinated to the second degree co-operative Federalcoop
Dambovita, namely: Consumcoop Selaru, Consumcoop Doicesti, Consumcoop Titu,
Consumcoop Moroieni, Consumcoop Potlogi, Consumcoop lonesti, Consumcoop Vulcana
Béai, Consumcoop Pietrosita, Consumcoop Voinesti, Consumcoop Bilciuresti, Consumcoop
Gaesti, Consumcoop Cranguri. Share capitals, reserves from revaluation and equities were
analyzed for the fiscal years between 2012 and 2016 shown in Table no. 1.

It is not our intention to analyze now article 75 of Law no. 1/2005 which forbids
including favourable reserves from revaluation in the share capital. This issue will have to
be settled by the legidlator. Y et, keeping proportions, we only sound the alarm in relation
to the phenomenon of co-operatives’ despoilment. The information extracted from balance
sheets of 14 consumers’ co-operatives in Dambovita County following five days of
analysis, namely 2012 to 2016 (Table no. 1) have led us to the following conclusions:;

v 11 cooperatives registered the same share capital throughout al five years
under analysis, whereas reserves from revauation increased every year, these increases
vary the value of the divisible reserve/share capital from over 80 times to over 370 times.
This phenomenon is easy to explain, numerous business premises and land properties
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owned were registered at actual, market value following revauations made throughout
time, after 1990. They increased the reserve/indivisible capital even though the cases
(hypotheses) presented previously demonstrated us that the size of the indivisible reserve
which may be taken over by a second degree co-operative society is not always relevant as
long as the first degree entity is permanently subjected to despoilment by their own
associ ates/empl oyees,

v 2 cooperatives proceeded to simultaneous changes of share capital and
reserves from revaluation;
v only one co-operative showed irrelevant data, due to its merger to the

second degree co-operative Federalcoop Dambovita

Given the information above, we may consider that the data analyzed are reliable, in
line with the requirements of the legislation, providing revaluations of fixed assets were
made and they led to increases of indivisible reserves/equities. However a closer look at
the information shows us that the value of the indivisible reserve registered, for the period
under analysis, significant decreases, as follows: in case of Consumcoop Voinesti effective
2013, Consumcoop Gaesti and Consumcoop Moroieni effective 2014 as well as
Consumcoop lonesti and Consumcoop Pietrosita effective 2016. What do these decreases
actually represent? They are the reflection of the despoilment of co-operative entities
through sale of fixed assets, in many cases, source of financing current personal expenses.
Having much real estate property, some of it located in very good areas, in conditions of
huge pressures to survive on a short term, many poor managers decided to sell assets in
order to cover current expenses. The situation of the co-operatives above mentioned is
well-known by the second degree Federalcoop Dambovita. Yet the latter does control first
degree co-operatives so it can only witness helplessly how entities are despoiled.

The scenario gets multiplied at the scale of all Romanian consumers’ co-operatives
and the future is rather gloomy.

5. Asfor Conclusions

The issue of the Romanian consumers’ co-operative, forced to cope with a harsh
crisis, lack of involvement and protection from government decision-making people as
well as unethical actions of their own managers, in close connection and collaboration with
associates who are also employees, brought the local co-operative system to destruction.

The destruction of the control system provided by the previous legidative form —
prior to 1989, first degree co-operatives were controlled by second degree ones
cooperatives — after promulgation of Law no. 1/2005, change of the rules of the game as
well as turning first and second degree co-operatives into associates countywide made the
co-operative system even weaker.

In addition, cooperation was seen, especialy in the real estate boom period, as an
easy prey, not only by the outsiders interested in real estate bargains but also by the system
people, mainly managers eager to get rich easily.

In these conditions, the conclusions are predictable — destruction of the co-operative
system under the very protection of the law and depending on the interests of the managers
and associ ates.
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Rezumat: Daca, pana in anul 1990, miscarea cooperatista definea o porzitie importanta in cadrul
economiei ngfionale, ulterior, prin trecerea de la economia centralizata la cea de pigld, sectorul a
nregistrat un declin continuu, cooperativele de consum — obiectul nostru de studiu — fiind nevoite, Tn limita
resurselor disponibile, sa se adapteze din mers noilor tendinfe. Si, cum dezvoltarea unei largi miscari
cooper atiste necesitd un sistem de sprijin capabil sa transfere cunostiryele unui numdar mare de oameni, pe
langa accesul la surse de capital, care sa favorizeze cooperatia, demersul materialului nostru vizeazd tocmai
modalitdtile de mentinere a capitalul societdtilor cooperatiste romanesti, proces ignorat in ultimele doua
decenii atat de legiuitor, cét si de cei direct implicafi.

Cuvinte-cheie: societate cooperativa, capital social, pari sociale, patrimoniu divizibil, patrimoniu
indivizbil.

Clasificare JEL: J54.

1. Introducere

Tn peisajul economic, cooperativele sunt entitati cu un comportament si o dinamica
specialad: prin obiectivele, principiile si modul lor de organizare, acestea au demonstrat 0
preocupare constantd pentru comunitate (art. 7, ain. (3), Legea nr. 1/2005), oferirea de
servicii si produse in zone cu un nivel de dezvoltare redus permitandu-le atingerea
obiectivelor economice, pentru satisfacerea nevoilor membrilor sai. Succesul si rezistenta
pe piatd (Petrescu, 2013, p. 16) a cooperativelor se datoreaza interesului lor pentru gasirea
cdor mai bune solutii de rezolvare a problemelor membrilor lor si, implicit, ae
comunitatilor din care acestia provin. Astfel, cooperativele pot fi considerate un instrument
de rezolvare a problemelor colectivitatilor.

Desi, pe nedrept marginalizate, urmare a aplicabilitatii limitate a principiului
maximizarii profitului — propriu arealului societatilor comerciale, entitdtile cooperatiste au
raspuns cel mai bine la constrangerile crizei economico-financiare declansata in 2008;
aceasta si ca urmare a dualitdtii social-economice a acestui tip de entitate care nu este
interesata exclusiv de atingerea obiectivelor sale economice, cat, mai ales, de satisfacerea
nevoilor membrilor lor ca finditate a celor dindi (a obiectivelor indeplinite). Tn plus,
capacitatea acestora de a se ,infiltra” Tn atat de variate domenii de activitate — comert,
valorificarea produselor, agriculturd, servicii sociale — le permite membrilor cooperatori sa
realizeze obiective pe care le-ar fi fost mult ma dificil sa le atinga in calitate de
producatori, consumatori sau lucratori individuali.

Tn acest context, este important sa identificim noi modalitati si strategii de
mentinere pe piatd a acestui tip de operator economic cu capital privat (art. 7, alin. (2),
Legea nr. 1/2005), care desfasoara Tn comun activitdti de aprovizionare a membrilor
cooperatori si atertilor cu produse pe care le cumpara sau le produc si activitéti de prestari
de servicii catre membrii lor cooperatori si catre terti. Dupa anii 1990, lipsa unui suport
legidlativ si institutional pentru activitatea desfasuratd de cooperatia de consum a condus la
scaderi importante ale performantelor acestor structuri, cu incidente asupra numarului de
membri, a veniturilor, respectiv mentinerii capitalului. Prezenta cercetare acorda un spatiu
amplu modalitatilor de mentinere a capitalului social al societatilor cooperatiste intr-o lume
a globalizarii Tn care importanta este dimensiunea economica a entitatilor, si nu cea socialg;
in acest context, Tn lipsa unei identitdti bine conturate, pentru a supravietui pe piata, mai
ales dupd perioada comunista, entitatile cooperatiste au fost nevoite sd preia o serie de
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tehnici specifice managementului privat, cu consecinte semnificative asupra diminudrii
caracterului local al activitatii cooperatiei.

2. Literaturade specialitate

Tn Romania, cooperativele sunt definite conform Legii nr. 1/2005, dupi cum
urmeaza: “societatea cooperativd este 0 asociafie autonoma de persoane fizice si/sau
juridice, dupa caz, constituita pe baza consinyamadntului liber exprimat de acestea, Tn
scopul promovarii intereselor economice, sociale si culturale ale membrilor cooperatori,
fiind deinuta in comun si controlata democratic de catre membrii sai, Th conformitate cu
principiile cooperatiste”.

Specificul organizatiilor cooperatiste se desprinde din chiar definitia de mai sus,
unde surprindem urmatoarele caracteristici marcate cu litere italice:

v cooperativa este 0 asociatie autonom—independentd, membrii sai exercitand
un control democratic comun asupra activitatilor economice derulate si a proceselor de
decizie,

v asocierea n cooperativa vizeaza participarea voluntard a indivizilor in baza
consimtamantului liber exprimat al acestora, fiind, asadar, un demers ce nu poate fi impus
prin constrangere,

v respectand valorile de autogjutorare, autoresponsabilitate, egalitate, echitate,
solidaritate, asocierea in cooperative urmareste tndeplinirea intereselor economice, sociale
si culturale ale tuturor membirilor;

v prin aportul comun la constituirea capitalului social, membrii cooperatori
detin drepturi egale de vot (“un om, un vot”), participand, astfel, activ in stabilirea
politicilor si aproceselor de luare adeciziilor.

Din andiza caracteristicilor de mai sus surprindem elementele definitorii ae
entitatilor cooperatiste, mult prea economic orientate pentru a fi asimilate de sectorul
nonprofit, si, totusi, mult prea social orientate pentru a putea fi considerate entitati
economice ce urmaresc obtinerea de profituri. Avand aceasta structura duald, economica i
sociala, este greu de realizat o incadrare fidela a acestora in peisajul organizatiilor.
Stipulate prin lege' —indivizibilitatea unei parti a patrimoniului (art. 64), transmiterea
dezinteresata a patrimoniului in cazul dizolvarii [art. 87 alin (2) ], respectiv partgjarea
comuna a surplusurilor, Tn functie de participare (art. 11) — se congtituie Tn tot atétea
motive de a insera cooperativele in sectorul entitatilor nonprofit. insi, ca operator
economic cu capital privat (art. 7, ain (2), Legea nr. 1/2005), cooperativa urmareste
obtinerea de profit din activitdtile de aprovizionare cu produse, respectiv prestarea de
servicii catre membrii cooperatori si terti. Imposibilitatea incadrarii societatilor cooperative
intr-una dintre formele de organizare mai sus amintite, urmare a dualitdtii socio-
economice, a condus la considerarea acestora de catre specialisti (Petrescu, 2013, p. 17) ca
entitati hibride, combinand elemente de voluntariat cu cele comerciale.

Mai ales Tn conditii precare pe piatd - criza economica declansata in 2008 fiind, Tn
acest sens, un exemplu elocvent - cooperativele au demonstrat ca pot contribui la
coeziunea sociala si solutionarea problemelor care afecteaza atat membrii, cat si
comunitatile din care fac parte (Novkovic, 2006), pentru ca:

v pot functiona in locatii ce nu sunt profitabile pentru societitile comerciale;

v asigurd locuri de munca persoanelor vulnerabile si defavorizate, cu
dificultati majore de integrare pe piata muncii;

1 Legea nr. 1/2005 privind organizarea/functionarea cooperatiei, republicatd in MO, Partea 1, nr. 368/20.05.
2014
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v activeaza la nivel local, cumparand bunuri produse Tn comunitdtile
defavorizate (mici), la preturi mai ridicate decat media, tocmai pentru dezvoltarea
economiel locale;

v vand produse/presteaza servicii la preturi scazute, in comunitétile cu venituri
mici, pentru sustinerea acestora, in spiritul obiectivelor sociale de atins;

4 se implica in dezvoltarea comunitatii din care fac parte si, acolo unde
resursele le permit, finanteaza proiecte de dezvoltare comunitara.

Tnca de la constituire, organizatiile cooperatiste isi asuma respectarea setului de
principii genera adoptate (ICA, 1995): a) voluntariat si libertate de &filiere; b) control
democratic exercitat de membrii; c) participarea economicd a membilor; d) autonomie si
independentd; e) educatie, formare si informare; f) cooperare Tntre cooperative; g) interes
fata de comunitate. Specialistii si practicienii (Corcoran and Wilson, 2010) Tn domeniu
sugereaza promovarea unui set largit de principii care sa permita dezvoltarea armonioasa a
sectorului cooperatist european, precum: a) intrarea liberd; b) organizarea democratica; c)
suveranitatea muncii; d) natura instrumentala si subordonatd a capitalului; e)
managementul participativ; f) solidaritatea salariilor; g) inter-cooperarea; h) transformarea
sociald; 1) universalitatea; j) educatia.

Tn spatiul romanesc au fost preluate urméatoarele (art. 7, din. (3), Legea nr. 1/2005)
sapte principii: a) asocierea voluntara; b) controlul democratic; ¢) participarea economica a
membirilor cooperatori; d) autonomia si independenta societatilor cooperative; €) educarea,
instruirea si formarea membrilor cooperatori; f) cooperarea intre societatile cooperative; g)
preocuparea pentru comunitate.

Dezvoltarea miscarii cooperatiste, in spatiul european, Si, prin extrapolare, si in cel
autohton, necesita intrunirea unui cumul de factori (Corcoran and Wilson, 2010), precum:

v suficient capital pus la dispozitia cooperativelor;

4 asigurarea unei asistente tehnice oferite cooperativelor in faza initiala, de
start-up;

v 0 “rezerva indivizibila” obligatorie;

v structuri importante care sa sprijine, sa directioneze si sa educe membrii
cooperatori, Simultan si proprietari;

v un puternic simtamant al solidaritatii si cooperarii.

Tn etapa actual, Tn Romania, cooperativele se confrunti cu un sir de probleme de
natura organizatorica, rezolvarea acestora fiind conditionatd de modul in care vor fi
depésite urmatoarele sarcini:

4 satisfacereaintereselor si necesitatilor membrilor cooperatori;

v dezvoltarea continua a infrastructurii si extinderea cooperarii ntre
organizatiile cooperatiste;

v protectia consumatorului;

v exercitarea de influenta asupra politicii de consum;

v ate sarcini, Tn conformitate cu legislatia si statutul fiecarei cooperatii de
consum.

Tn centrul actiunilor cooperativelor stau membrii cooperatori. Tndeplinind functii
economice, furnizand marfuri si prestdnd servicii membrilor sdi, realizdnd produsele
acestora etc., cooperativa garanteaza si asigura un statut social specific fiecarui membru.
Tnainte de toate, membrul cooperator se prezintd ca proprietarul cooperativei, de actiunile
sale depinzand existenta pe mai departe a organizatiei. Fiecare membru trebuie sa fie
cointeresat Tn activitatea prospera a cooperativei prin participarea nemijlocitd in actiunile
entitatii, cu implicatii benefice, bucurandu-se, astfel, de anumite avantaje.
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3. Partea divizibila si indivizibila a capitalulului societatilor cooperative de
consum —intre reglementaresi realitate

Desi succesul cooperativelor de consum, Tn conditiile specifice fiecarei tari, se
bazeaza pe Tndeplinirea mai multor factori, prezentul studiu se concentreaza asupra a doi
dintre acestia, anume existenta de capital suficient la dispozitia cooperativelor plasat in
"rezerva indivizibild" si conturarea unei dimensionari rezonabile a ,rezervei divizibile”.
Pornind de la conditiile necesare constituirii unei societdti cooperative de consum,
legislatia romaneasca admite un capital social nu mai mic de 500 lei (art. 9, alin. (1), Legea
nr.1/2005), divizat Tn parti sociale egale, de valori nominale nu mai mici de 10 lei (art. 9,
ain.(3), Legeanr. 1/2005).

Caracteristica definitorie a cooperativelor de consum la congtituirea capitalului o
reprezinta delimitarea patrimoniului Tn doua parti (art. 64, alin. (2), Legea nr. 1/2005) -
divizibila, respectiv indivizibila. Partea divizibild a capitalului provine din aportul initial,
dar si ulterior la constituirea si majorarea capitalului cooperativel, caurmare aemisiunii de
noi parti sociale, respectiv totalitatea dividendelor cuvenite membrilor cooperatori de-a
lungul timpului. Partea indivizibild reprezintd capitalul acumulat de cooperativa in
decursul activitatii, mai putin partea divizibild, si nu poate face obiectul distribuirii sau
dobandirii (art. 6, literaj din Legea nr. 1/2005) intre membrii cooperatori. De asemenesa,
rezerva indivizibila nu poate fi transferata in afara miscarii cooperatiste (art. 87, ain. (2),
Legea nr. 1/2005), astfel cd, Tn situgia dizolvarii unei societati cooperative de consum,
partea indivizibila este, obligatoriu, donata altei cooperative.

Problematica studiului nostru se axeaza pe limitdrile impuse de legislatia
romaneasca cu privire la majorarea capitalului social/rezerva divizibila. Astfel, numai
emiterea de noi parti sociale, ca urmare a aportului n numerar/naturd, este permisa. Tn
conditiille mai sus amintite, dacd majorarea capitalului social este mai mare de 10%,
hotdrarea adunarii generale se va publica in Monitorul Oficial al Romaniei, Partea a Vll-a
Tns3, tocmai prevederea expresa de la alin (3) al articolului 75 & Legii nr. 1/2005, care
ingradeste includerea diferentelor favorabile din reevaluarea patrimoniului Tn capitalul
socia, a condus la un complex de situaii nefavorabile pentru perenitatea cooperativelor.
Obligativitatea directiondrii plusului de valoare din reevaluarea activelor componente ale
patrimoniului la rezerve si nu in capitalul social genereaza o disproportie uriasa ntre
componentele capitalului cooperativelor de consum romanesti.

Tn practic, ne aflam 7n situatia unui capital social subdimensionat, nu mai mare de
5000 lel, in cele mai multe cazuri, respectiv a unor rezerve — din reevaluare sau de capital-
uriase. Si, tot in practica romaneasca, in special, la cooperativele de consum mici Si
mijlocii, unde numarul asociatilor este redus, se intalnesc situatii care frizeaza grotescul:
societati cooperative de consum, al cdror capital social varsat (rezerva divizibild) este
derizoriu, imagineaza practici care sa favorizeze asociatii, mai ales cei ce sunt Si salaridi,
indiferent de dimensiunea pe care o are rezerva indivizibild (rezerve din reevaluare,
rezerve de capital, rezultat reportat etc.).

Vom prezenta in cele ce urmeaza doua astfel de scenarii:

Ipotezanr. 1

Se considera o societate cooperativa de gradul | cu 9 asociati, sapte dintre acestia
sdariati ai cooperativei, care dispune de patru spatii comerciale pe care, prin decizie a
Adunarii Generale (sapte voturi la doud), le-a instrainat. Hotararea Adunarii Generale s-a
publicat Tn Monitorul Oficial, profitul obtinut a fost directionat atat catre distribuirea de
dividende (in cazul membrilor cooperatori ce nu sunt si salarigi), cat si catre achitarea de
drepturi salariale, concomitent cu plata datoriilor fiscale aferente. Legislatia cooperatista in
vigoare a fost respectata si, desi demersul este profund lipsit de eticd, totusi acestaisi poate
continua parcursul.
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Tn aceste conditii, nu este relevantd opozitia membrilor cooperatori ne-salarigi, care
au intuit intentia celorlalti de a-si acorda salarii si premii in defavoarea perenitatii entitatii,
care, in timp, nu va mai fi atractiva nici pentru a fi preluata de o societate cooperativa de
gradul 11, atéta vreme cét entitatea a fost intentionat decapitalizata de catre proprii asociati
/salaridi.

|poteza 2

Acoperirea pierderilor din activitatea curenta prin vanzarea de active este o practica
cvasi-cunoscuta Tn cooperatia romaneasca. Cand, insa, acest demers se suprapune peste un
management care urmareste minimizarea numarului de membrii cooperatori, tocmai pentru
a putea lua decizii prin manipularea unui numar mai mic de indivizi, situatia devine
dramatica. Este cazul multor cooperative din tard, care au procedat la un artificiu lipsit de
etica si fraudulos: este vorba de modificarea valorii partilor sociale, prevdzutd prin statutul
societatii, fara instiintarea tuturor membrilor cooperatori, care, din lipsa de informatii, nu
vor subscrie si, astfel, vor pierde calitatea de membru.

Raméanand cu un numar mult mai mic de membri (in cazul cooperativelor mici,
chiar 5-7 persoane), managementul poate fi mult mal persuasiv in a-i convinge pe cel
ramasi, eventual salariati, interesati de continuitatea, macar pe termen scurt, a activitatii, sa
instrdineze activele detinute.

Ipotezele de mai sus sugereaza mari deficiente in sistem, pe care ar trebui sa le
identificim si sa le Tnlaturam. Tocmai de aceea se impune un echilibru intre rezerva
divizibila si cea indivizibila si implementarea unor mecanisme care sa previna
decapitalizarea cooperativelor de consum si falimentarealor.

4. Tncorporarea unei parti din rezerve, inclusiv cele din reevaluare in capitalul
social - premisa a mentinerii capitalului

In conditiile previzute de lege (art. 75, alin. (1) din Legea nr. 1/2005),
cooperativele de consum romanesti isi pot majora capitalul social doar prin aport de noi
parti sociale, respectiv in schimbul unor noi aporturi Tn numerar si/sau natura. Realitatea
intélnitd n arealul romanesc ne introduce intr-un peisg, cel putin, interesant: urmare a
evaludrii capitalului imobilizat detinut la valoare justd, de piatd, dupd anii 1990 s-au
Tnregistrat, la nivelul cooperativelor, rezerve din reevaluare importante (Tabelul nr. 1);
cum, nsa, reglementatorul interzice includerea acestora in capitalul social (art. 75, ain. (3)
din Legea nr. 1/2005),, disproportia dintre valoarea capitalului social si a rezervelor din
reevaluare a devenit una semnificativd. Dimensionarea separata a partii divizibile de cea
indivizibila a capitalului este una perfect justificatd, mai ales in perioadele de declin ale
coopergiei. Totusi, problematica subdimensiondrii capitalului socia trebuie solutionata,
cele trel spete/ipoteze mai sus prezentate demonstrand creativitatea de care pot da dovada
membrii Si managerii Tn a-si decapitaliza cooperativele.

O posibila solutie de luat in calcul de catre legiuitor poate fi datd de incorporarea
unei parti din rezerve, inclusiv a celor din reevaluare, Tn capitalul social - partea divizibila,
cu posibilitatea acordarii de dividende mai mari membrilor cooperatori, atunci cand
entitatea Tnregistreaza profit. Demersul nostru ar putea parea ca intra in conflict cu
principiul cooperatist de participare economica a membrilor cooperatori la constituirea
proprietazii (art. 11, Legea nr. 1/2005). Ce spune acest principiu? Fiecare membru
cooperator poate detine un numdr de parti sociale nu mai mare de 20% din capitalul social,
asigurandu-se, astfel, participarea echitabila a acestora. Desi, prioritar, societatile
cooperatiste diretioneaza profitul net realizat citre dezvoltarea entitatii si, mai putin,
pentru recompensarea membrilor, in conditiile unei culturi organizationale slabe, asa cum
este cazul cooperatiei romanesti, s-ar putea promova tendinta valorificarii spatiilor
detinute, acestea fiind, Tncepand cu 1990, o tinta extrem de tentantd pentru afaceristii din
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interiorul sau din exteriorul sistemului. Tocmai pentru a preveni aceasta posibilitate, este
esential ca membrii cooperatori sa fie constienti de pericol, continuu informati Si s
actioneze cu responsabilitate pentru perenitatea entitdtii. Prin majorarea rezervei divizibile
(capitalul socia subscris si varsat), atét de disproportionata in raport cu capitalurile proprii
detinute, s-ar crea sentimentul cooperatorilor de apartenentd la o structurd cu adevarat
sociala, interesatd de bunastarea membrilor sdi. Se va proceda, Thsd, cu prudentda n
procesul de maorare a rezervel divizibile, nu mai mult decét capitalul social anterior
existent, pentru a nu se ajunge la majorari ce urmaresc exclusiv remunerarea membrilor
cooperatori, prin distribuire de dividende.
Tabelul nr.1 Extrasdin capitalurile proprii si capitalul social la
cooper ativele de consum
“lei-
i 03 o1 15 2516
Spectfioate | % T 5 % T = % T = g z = % =
g 5 g g 5 g g 5 § g 8 § g 5 B
g g g & g
Fededcoop | 55448 | 1575437 | 343063 | SOI78 | 16534 | 3709277 | 5881 | 1896305 | 4047 | S0 | 1872682 | 3340017 [ 836 | 1906541 | 4169371
pocst | 0|
Gy | TR0 | W | R9W | TR0 | G | Wo | 1m0 | wwe | sem | 1w | wws | e | 1w | wws |
Comy | @0 | B | k% | w0 | W | wkas | @h | W | maes | w0 | @ | mes | w0 | m | D

Tn cele ce urmeazd, pentru a sugtine cu date concrete demersul nostru, s-a procedat
la analiza capitalului social/rezerva divizibila si a capitalurilor proprii/rezerva indivizibila
ale societdtilor cooperative de gradul I din subordinea cooperativei de gradul al II-lea
Federalcoop Dambovita, si anume: Consumcoop Selaru, Consumcoop Doicesti,
Consumcoop Titu, Consumcoop Moroieni, Consumcoop Potlogi, Consumcoop lonesti,
Consumcoop Vulcana Bai, Consumcoop Pietrosita, Consumcoop Voinesti, Consumcoop
Bilciuresti, Consumcoop Gaesti, Consumcoop Crénguri. Andiza situatiei capitalului
social, arezervelor din reevaluare si a capitalurilor proprii a fost efectuata pentru perioada
exercitiilor financiare 2012 — 2016 reflectatd Tn Tabelul nr. 1.

Nu ne-am propus aici 0 analiza a articolului 75 din Legea nr. 1/2005, care interzice
includerea rezervelor favorabile din reevaluare in capitalul social, problematica va trebui a
fi solutionata de catre legiuitor, ci, pastrand proportiile, tragem un semnal de alarma asupra
fenomenului de decapitalizare a cooperativelor de consum. Informatiile extrase din
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bilanturile a 14 cooperative de consum din Judetul Dambovita, Tn cinci ani de analiza, si
anume 2012 - 2016 (Tabelul nr. 1), au condus la urmatoarele constatari:

v 11 cooperative au inregistrat un capital social neschimbat de-a lungul celor
cinci ani de analiza, pe cand rezervele din reevaluare au crescut an de an, cresterile variind
de la peste 80 ori pana la de peste 370 ori valoarea rezervei divizibile/capitalul social.
Fenomenul este simplu de explicat, numeroasele spaii si terenuri detinute au fost
inregistrate la valoarea de piata, justa, in urma reevaludrilor efectuate de-a lungul timpului,
dupd 1990. Acestea au majorat rezerva/capitalul indivizibil, insa spetele (cele doua
ipoteze) anterior prezentate ne-au dovedit ca nu este intotdeauna relevanta dimensiunea
rezervei indivizibile ce poate fi preluatd de cétre o societate cooperativa de gradul al 1l-lea,
atata vreme cét entitatea de gradul | este supusa permanent decapitalizarii de catre proprii
asociati/salariati,

v 2 cooperative au procedat la modificari simultane ale capitalului social si,
respectiv, ale rezervelor din reevaluare;
v in cazul unei singure cooperative datele nu sunt relevante, urmare a fuziunii

acesteia cu cooperativa de grad |1 Federalcoop Dambovita.

Raportandu-ne la informgiile de mai sus, am putea considera ca datele analizate
sunt fiabile, in acord cu cerintele legislatiei in domeniu, atata timp cat s-a procedat la
reevaluari ale activelor imobilizate ce au marit rezerva indivizibild/capitalurile proprii.
Totusi, la o0 analiza mai atentd se constata cd valoarea rezervei indivizibile a nregistrat,
de-a lungul intervalului analizat, descresteri importante, dupa cum urmeaza: la
Consumcoop Voinesti Tncepand cu anul 2013, la Consumcoop Gaesti si Consumcoop
Moroieni Tncepand cu anul 2014, respectiv la Consumcoop lonesti si Consumcoop
Pietrosita incepand cu anul 2016. Ce reprezintd, de fapt, aceste descresteri? Sunt
reflectarea decapitalizarii entitdtilor cooperatiste prin vanzarea de active imobilizate, Tn
multe cazuri, sursa de finantare a cheltuielilor de personal curente. Dispunand de
numeroase spatii imobiliare, unele situate in zone cu important vad comercial, in conditiile
unor presiuni imense de supravigtuire pe termen scurt, nu putine au fost cazurile cand
managementul defectuos a decis vanzarea activelor pentru plata cheltuieilor curente.
Situgia cooperativelor mai sus amintite este binecunoscuta de catre cooperativa de grad II
Federal coop Dambovita; cum aceasta nu detine un control asupra cooperativelor de grad |,
nu face decét sa asiste neputincioasa la devalizarea entitatilor.

Scenariul se multiplica la scara intregii cooperatii de consum romanesti, iar viitorul
nu se intrevede deloc pozitiv.

5. 1nloc de concluzii

Problematica cooperatiei de consum romanesti, nevoitd sa faca fata unei crize dure,
lipsa de implicare, dar si de protectie a decidentilor guvernamentali, precum Si actele
lipsite de etica ale propriilor manageri, in strdnsa legaturd si colaborare cu asociaii
salariati, au Ingenunchiat sistemul cooperatist autohton.

Distrugerea sistemului de control existent inh vechea formula legislativa - activitatea
cooperativelor de grad | fiind, Tnainte de 1989, controlata de cele de gradul al 1l-lea - odata
cu aparitia Legii nr. 1/2005, schimbarea regulilor jocului si transformarea cooperativelor
degrad | si Il in asociayi lanivel judetean, a contribuit la subrezirea sistemului cooperatist.

De asemenea, cooperatia a fost vazuta, mai ales in perioada de boom imobiliar, cape o
prada usoara, nu doar de persoanele externe interesate de chilipiruri imobiliare, ci chiar de
cei din interior, Tn special managerii dornici de imbogétire facila.

Tn astfel de conditii, concluziile sunt previzibile - distrugerea sistemului cooperatist
sub chiar umbrelalegii si in functie de interesele managerilor Si a asoci&ilor.
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Abgtract: In Romania, although the criss has ended 5-6 years for many categories of operators for
Romanian banks out of the crisis, measured in terms of profit, it is more recent. Thus, after some six years of losses
or negligible returns, 2015 was the first in which the profit recorded for the entire Romanian banking system. 2016
seemsto strengthen the crisis. In this context, it is necessary to see how banks derive their profits. | mean, what are
the sources of bank profits, and expenses that are consuming part of bank revenues. Obvioudy, profitability
analysis should be carried out and in terms of assets and of bank capital used for its production. Finally, it would
be necessary to ask whether the trends observed in the last two years of termor episodic.

Keywords: bank profits, bank revenues, bank expeditures.

JEL Classification: G21.

1. Introduction

The banking crisis, which began to be felt in Romania at the end of 2008, has
manifested itself with a year-long delay at the level of banking profit. Thus, in 2009, the
cumulative bank profit at the level of 2009 represented about 20% of the 4.4 hillion lei asit
had been one year earlier. From the following year, by the end of 2015, the Romanian
banking system entered a stage where the word loss was the characteristic feature. The
evolution of losses increased exponentialy until 2012, when accumulated losses of 2.3
billion lei were recorded. The following year, 2013, was a neutral, profitable but negligible
one, with a record loss of 4.7 billion lei in 2014. The main cause of these losses was the
portfolio of loans granted before and after the crisis. More specificaly, the cause was the
expense made by banks with the provisioning of the loan portfolio or, as the accountants
say, the depreciation expense of the assets or, as the the bankers say , the net cost of the
risk, that is the impact of the deterioration of borrowers financia performance or the delay
in payments made by debtors for reimbursement Bank debts or the initiation of forced
execution or judicia reorganization procedures for borrowers, which made banks use part
of the income from that period to set up provisions to cover future losses due to the
previously described causes.

Tableno. 1. Dynamics of banking profitability and profitability ratesin the
Romanian banking system

I ndicator mu |2008|2009/2010/2011(2012/2013/2014|2015[2016(1 X)
Net profit / Net loss mid.lel| 4,40 0,82-0,52-0,78-2,30 0,05-4,70 4,88 3,70
Rate of economic return % | 1,56 0,25-0,16-0,23-0,64( 0,01-1,32 1,24 1,3
Rate of financia profitability % (17,04 2,89-1,73-2,56-5,92 0,13-12,511,77] 12,32

Source: Satistical data and series used in the financial stability reports charts 2011-2016,
www.bnr.ro, periodical publications section

Also, it has to be said that the entry of profitability into the negative territory aso led to
negative profit rates, but their figures appear to be not so high in relation to the size of bank
losses. However, as a conclusion, let us remember that between 2008 (the beginning of the
crissin Romania) and 2015 (the last year for which there are definitive and audited accounting
data at thistime) the Romanian banking system recorded cumulative profits of 10.1 billion and
cumulative losses of 8.3 billion lel, meaning anet result of ROL 1.8 hillion.
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In addition, only Romania and Hungary recorded losses, the other states, Poland, the
Czech Republic and even Bulgaria, the eternal rival at the stand of Romania’s rankings,
recorded profit in the analyzed period.

Tableno. 2. Regional comparisons between financial profitability of banking systems
(%)

Country Rate of financial return (capital) Rate of economic return (assets)
2010 | 2011 | 2012 | 2013 | 2014 | 2011 | 2012 | 2013 | 2014

Bulgaria 7,77 574 6,31 569 7,22 - - - -
Hungary 044 -846 -144 231 -20,74 -0,71 -0,13 0,22 -2,22
Czech Republic | 19,70 18,29 20,39 16,21 16,53 1,20 1,36 1,16 1,20
Poland 13,33 16,09 14,01 12,13 11,80 1,25 1,17 1,09 1,07
Romania -1,73 -256 -592 0,13 -1245 -023 -0,64 0,01 -1,32

Source: Satistical data series used in the financial stability reports charts 2011-2016,
www.bnr.ro, periodical publications section

It should also be mentioned that the profitability state of the Romanian banking
system, registered since 2015, does not mean that al the banks in the system would be
profitable. Thus, according to www.bancherul.ro, at the end of 2015, out of the 36 banks,
Romanian legal entities, 22 were profitable, and another 14 recorded losses, for in the end
of September 2016, the number of profitable banks to reach 26, and those who recorded
losses to be reduced to 10.

2. Evolution, structure and dynamics of income, expenses and bank profit

The image of the net profit on the Romanian banking system is dightly deformed,
because during this period, at the leve of the operations performed, the Romanian banks were
profitable (table no. 3). As previousy shown, net losses were due to the provisioning of the
loan portfolio. But here too some amendments have to be made. In the sense that, athough
operationa profit has been permanently positive, it has a downward dope, with a decrease of
over 33% between 2008 and 2015, from about 12 billion to less than 8 hillion lei. The
operating profit regression is explained by a consstent decrease in operationd revenues
(interest, commissions, trading income, etc.) of about 8 billion lei, due to the slowing down of
the lending process (or rather, the fact that the lending process did not record the dynamics
from before the crisis) and, in recent years, the fal in interest rates, both in foreign currency
transactions, but especidly inlel.
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Tableno. 3. Evolution and structure of income, expenses and banking profit in the
Romanian banking system

Indicator - million lei 2008 2009 2010 2011 20120 2013 2014 201520161X

Operating revenues 26.411)28.89326.206| 24.345/19.282/19.127/18.726 18.370 14.854

Net interest income 11.90212.83015.999 15.196 12.096 11.334/10.971{10.620 8.180

Operating expenses 14.77618.544/17.079 16.584{11.376/10.864,10.397/10.574 7.584

Operating profit 11.68110.419 9.200 7.829 7.939 8.288 8.338 7.796/ 7.270
Rates (%) in operational revenues (100%) of:

Net interest income 45 44 61 62 63 59 59 58 55
Operational expenditure 56 64 65 68 59 57 56 58 51
Operating profit 44 36 35 32 41 43 44 42 49

Source: Satistical data series used in the financial stability reports charts 2011-2016,
www.bnr.ro, periodical publications and author’s calculations

The main income of banks, net incomefrom interest, in the analyzed range, registered
in the eight years under review, two trends, one growth rate by 2010 and the second,
starting with 2011, a continuous decrease, they amost halved. Net interest income is a
function that depends on the volume of operations and the amount of interest margins. As
the interest margins worked oscillating throughout the analyzed period, they were used by
banks to increase their revenues when the volumes of operations were no longer yielding
(Chart 1). However, it should be noted that the interest margins on the lel operations were
much higher than the foreign currency operations, as the operations with the population
brought banks higher margins than those with the enterprises.

Chart no. 1. Evolution of interest margins-%
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Source: author’s calculations using statistical data series from the NBR iterative database,
www.bnr.ro, statistical section

Against the deterioration in bank income, al credit institutions in the system began
to implement cost control programs. In the beginning, a number of factors, such as the
trading network, the high number of employees in relation to operations, their high
salaries, have increased spending, but since 2010, there has been a sharp fall in spending,
almost half of 2008 or in absolute figures from approx. 18.5 billion lei in 2009, to approx.
10 billion lei in 2015. The bank's operating expenses consist of staff costs, administrative
expenses (network, management, utilities, consumables) and depreciation of fixed assets.
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But in Romania, the banking system is much thinner than when the crisis began: it lost
about a quarter of its staff and almost 30% of the network. Surely we will aso continue in
the future to resize the network of units and staff, given that all banks:

- provide customers with aternative systems for accessing banking services such as
distance banking: | - banking, M - Banking, at minimum cost or at O cost;

- expanding their self-banking units, inaugurating in traditional areas where the
customer handles his own banking services, 24 hours aday, 7 days out of 7.

Tableno. 4. Evolution of the size of the banking network and banking staff
Indicator | m.u. | 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016
Total number | .000 7160 679 668 658 618 586 57,7 559 554
of employees (%(°08)| 100,00 94,8 932 91,8 862 818 806 780 774
Total number | units 6.552,06.425,06.170,06.040,05.679,05.450,05.304,04.906,04.757,0
of units %('08)| 100,0 98,1 942 922 86,7 832 810 749 726

Source: Satistical data series used in the Financial Sability Report charts 2011-2016,
www.bnr.ro, periodical publications section and author’s calculations using data from the
article ,,2016 Banking System Indicator’’s, www.bancherul.ro

All these redlities (remote bank, self-banking units) lead to the reduction of classica
banking staff. But the reduction in bank staff is aso triggered by the fact that the traditional
banking unit is now fully transformed, becoming a simple sales center, without the attached
back-office area, with accounting, settlement, credit analysis, human resources, marketing,
administration etc., compartments extinct due to the massive computerization of banking
services, now all these compartments being found only at the level of the bank office.

Also note that in recent years net interest income strengthened its position as bank's
main income as to the pre-crisis period or the period at the beginning of the crisis to 58-
60% of its total operating income, and operational spending of the banks have been
brought slightly below this value. Thus, net interest income to be sufficient to cover
operating expenses. As for operational profit, it appears to have stabilized at a level of 41-
44% of operating revenues.

Table no. 5. Dynamics from the previous year of income, expenses and bank profit

Dynamics compared to the previous year| 2008 2009 2010 2011 2012 2013 2014 2015
Interest income 100/ 116,3 81,0 949 85,2 85,0 854 84,5
Interest expenses 100 121,5 57,1 94,7/ 92,00 76,00 70,7 62,9
Net interest income 100 107,828 95,0 79,6 93,7 96,8 968
Operational income 100/109,4 90,7/ 92,9 79,20 99,21 97,9 98,1
Operational expenses 100 1255 92,1 97,1 68,6 955 95,7

Operational return 100 89,2 88,3 85,1 | 93,

Source: Satistical data series used in the financial stability reports charts 2011-2016,
www.bnr.ro, periodical publications and author’s calculations

The adjustment and redefinition of Romanian banking structures and their
management and management systems are best observed in the annual dynamics of profit,
bank income and expenditures. Thus, between 2010 and 2015, all these indicators are
consistently adjusted, with 32 decreases out of atotal of 42 cases, and in 24 cases the drops
are higher than 5%. The increases, if we exclude the year 2009, are only 5, located 3 at the
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operational profit level, one in the net interest income and another in the operational
expenditure, and their values are, in most cases, of 1- 2 %.

3. Structureof theprofit and lossaccount at theleve of the Romanian banking system

It is interesting to look at the structure of the bank's profit and loss account, both in
absolute value and as a share of the values in the total operational income of banks. It is
worth mentioning that for the year 2016 the values take into account only the first three
guarters. Interest income brings more than half of its revenue to banks. These are followed
by commission revenue with about one-fifth, share in total operating income. Other
revenue, from trading, exchange differences, financia instruments, other income,

contributes one fifth, up to one quarter of total operating income.

Tableno. 6. The profit and loss account at the level of the entire Romanian banking

system
Absolute values| Rates (%) in total
Indicator - millionslel | operational revenues
2015 |2016 IX| 2015 | 20161X

Net interest income 10.620 8.180 58 55
Net commission income 3.808 2.861 21 19
Net gains on financial assets and ligbilitiesunevaluated 833  1.940 5 13
a afar vaue (financid instruments availablefor sae)

Revenue from trading 626 639 3 4
Income from exchange rate differences 1.603 1.024 9 7
Other income 879 211 5 1
Total operational income 18.370 14.854 100 100
Staffexpenses 4882 3.540 27 24
Administrative expenses 4.856 3.437 26 23
Other expenses (amortization) 836 607 5 4
Total operational expenses 10.574 7.584 58 51
Operational profit 7.796 7.270 42 49
Cost of depreciation of assets (Net cost of risk) (3.943 (3.040) (21) (20)
Other 1.025 (534) 6 (4)
Profit before tax 4878 3.696 27 25

Source: Satistical data series used in the financial stability reports charts 2011-2016,
www.bnr.ro, periodical publications and author’s calculations

My opinion is that this structureis dightly risky for the Romanian banks, because:
- any drop in interest rates on the Romanian banking market will have a negative

impact on bank income;

- low commission income indicates a reduced use by the public, the population and

businesses, of banking services. Meaning that banking services are used not necessarily
because of a need, a necessity, but an obligation, something like "I can not bypass them".
Unfortunately, this, in the face of a potentia crisis, causes users to give up, which for banks
will mean afurther reduction in revenue;

- the low need for banking services aso results from the low share of other sources of
income and from significant deviations from one year to another, which indicates that they
are not a safe source of income.
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For operationa expenses, we notice that staff accounted for about a quarter of
spending and about the same amount for administrative expenses. Amortization consumes
about 5% of revenue, resulting in an operating profit of about 45%. Let us also note that the
depreciation of banks financia assets, especially their loan portfolio, still consumes around
20% of operating profit, athough their maximum point seems to have passed. It should also
be noted that there are a number of conjunctural operations that affect bank profits. For
example, in 2015, bank profits increased by more than a billion as a result of the takeover of
Volksbank by Banca Transilvania.

4. Conclusions

Although the Romanian banking system has returned to profitability after five years
of loss, yet the way of profiting did not completely eliminate the risks, especially since not
all banks in the system would be profitable, at the end of 2016 there were still 10 banks
that recorded losses. The structure of bank income has been in recent years made up of
interest income, which gives banks more than half of their income. These are followed by
commission revenue of about one-fifth, a share in total operating income. Other revenue,
from trading, exchange differences, financial instruments, other income, contributes one
fifth, up to one quarter of total operating income. For operational expenses, we notice that
staff accounted for about a quarter of spending and about the same amount for
administrative expenses. Depreciation consumes about 5% of revenue, resulting in an
operating profit of about 45%. Let us also note that the depreciation of banks' financial
assets, especiadly their loan portfolio, still consumes around 20% of operating profit,
although their maximum point seems to have passed.
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Rezumat: Desi criza pare s& se fi terminat de ceva vreme pentru multe categorii de operatori
economici din Romania, pentru bancile romanesti iesirea din criza, masurata In termeni de profit, este mult
mai recentd. Astfel, anul 2015 a fost primul dupa o serie de sase ani de pierderi sau rentabilitati neglijabile,
cand, cumulat la nivelul Tntregului sistem bancar romanesc, s-a nregistrat profit. Anul 2016 pare sa
consolideze iesirea din criza. Tn context, este necesar si vedem de unde provine profitul bancar, in sensul de
sursele acestuia, dar si cheltuielile care consuma, partial, veniturile. Evident, orice analiza a rentabilitasii
trebuie realizatad si din punctul de vedere al activelor folosite pentru obtinerea acestuia si al capitalului
bancar. 1n sfarsit, ar fi necesar si ne intrebdm dacd tendintele remarcate in ultimii doi ani sunt de durat&
sau au caracter episodic.

Cuvinte-cheie: profit bancar, venituri si cheltuieli bancare.

Clasificare JEL: G21.

1. Introducere

Criza bancard, care a Tnceput sa se simta in Romania la sfarsitul anului 2008, s-a
manifestat cu o ntérziere de aproape un an de zile la nivelul profitului bancar. Astfel, in
anul 2009, profitul bancar cumulat la nivelul anului 2009 mai reprezenta cca 20% din cele
4,4 miliarde lei cat fusese profitul bancar cu un an mai devreme. Tncepand cu anul urmator
si pana la sfarsitul anului 2015, sistemul bancar roméanesc a intrat intr-o etapa in care
cuvantul “pierdere” a fost elementul caracteristic. Evolutia pierderilor a crescut
exponential pand in anul 2012, cand au fost contabilizate pierderi cumulate de 2,3 mld. lei.
Anul urmator, 2013, a fost unul neutru, cu profit, dar la nivel neglijabil, pentru ca in 2014,
sa se Tnregistreze o pierdere record de 4,7 miliarde lei. Principala cauza a acestor pierderi a
fost portofoliul de credite acordate Tnainte de criza, dar Si dupa aceea. Mai precis, cauza a
fost cheltuiala facuta de banci cu provizionarea portofoliului de credite sau, cum Ti spun
contabilii, cheltuiala cu deprecierea activelor sau bancherii, costul net al riscului, adica
impactul deteriorarii performantei financiare a debitorilor sau al Tntérzierii platilor facute
de debitori pentru rambursarea debitelor bancare ori initierea unor proceduri de executare
silitd sau de reorganizare judiciara a debitorilor, care faceau ca bancile s 7si foloseasca o
parte a veniturilor din acea perioada pentru constituirea de provizii din care sa acopere
pierderile viitoare datorate cauzelor anterior descrise.

Tabelul nr. 1. Dinamica profitului bancar si a ratelor de rentabilitate in sistemul
bancar romanesc

I ndicator um | 2008 |2009|2010|2011|2012|2013|2014 | 2015 [2016(1 X)
Profit net /Pierdere netadmid.lei| 4,40 0,82 -0,52 -0,78 -2,30 0,05 -4,70 4,88 3,70
Rata rentabilitatii % 1,56/ 0,25 -0,16 -0,23 -0,64 0,01 -1,32 1,24 1,3
economice (activelor)
Rata rentabilitatii % |17,04 2,89 -1,73 -2,56-5,92 0,13 -12,5 11,77 12,32
financiare (capitaurilor)

Sursa: Serii de date statistice utilizate Tn graficele din Rapoartele asupra stabilitatii
financiare 2011-2016, www.bnr.ro, sectiunea publicatii periodice

......

la obtinerea unor rate de rentabilitate negative, dar parca cifrele acestora, par a nu fi atat de
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mari, in raport cu marimea pierderilor bancare. Oricum, ca si concluzie, sd retinem ca intre
2008 (anul de Tnceput al crizei Tn Romania) si 2015 (ultimul an pentru care exista, la acest
moment, date contabile, definitive si auditate) sistemul bancar roméanesc a inregistrat
profituri cumulate de 10,1 miliarde si pierderi cumulate de 8,3 miliarde lei, adicd un
rezultat net de 1,8 miliarde l&i.

Mai adaugam cd, Tn regiune, doar Romania si Ungaria au fTnregistrat pierderi,
celelalte state, Polonia, Cehiasi, chiar Bulgaria, vesnica rivala de la coada clasamentelor a
Romaniei, au Tnregistrat profit Tn perioada analizata.

Tabelul nr. 2. Compar atii regionale intre rentabilitatea financiara a sistemelor
bancare (%)

Rata rentabilitétii economice

Rata rentabilitatii financiare (capitaurilor) (activelor)

Tara

2010 | 2011 | 2012 | 2013 | 2014 | 2011 | 2012 | 2013 | 2014

Bulgaria 7,77 574 631 569| 7,22 -

Ungaria 044| 846 -144| 231|-20,7/4| -0,71| -0,13 022 | -2,22

Cehia 19,70 1829 | 20,39 | 16,21 | 16,53 1,20 1,36 1,16 1,20

Polonia | 13,33 | 16,09 | 14,01 | 12,13 | 11,80 1,25 1,17 1,09 1,07

Roménia| -1,73| -256| -592| 0,13]-1245| -023| -064 001, -132

Sursa: Serii de date statistice utilizate in graficele din Rapoartele asupra stabilitatii
financiare 2011-2016, www.bnr.ro, sectiunea publicatii periodice

Mai trebuie mentionat ca starea de profitabilitate a sistemului bancar romanesc,
inregistrata Tncepand cu 2015, nu Tnseamna ca toate bancile din sistem ar fi profitabile.
Astfel, potrivit www.bancherul.ro, la sfarsitul anului 2015, din cele 36 de banci, persoane
juridice romane, 22 erau profitabile, iar alte 14 nregistrau pierderi, pentru cala sfarsitul lui
septembrie 2016, numarul bancilor profitabile sa ajunga la 26, iar al celor care inregistrau
pierderi sa se reduca la 10.

2. Evolutia, structura si dinamica veniturilor, cheltuielilor si profitului bancar

Imaginea pe care o da profitul net asupra sistemului bancar roméanesc este una usor
deformatd, pentru cd Tn toata aceastd perioadd, la nivelul operatiunilor derulate, bancile
romanesti au fost profitabile (Tabelul nr. 3). Asa cum ardtam anterior, pierderile nete erau
datorate chdtuidilor de provizionare a portofoliului de credite. Dar, si aici trebuie facute
cateva amendamente. In sensul ca, desi profitul operational a fost permanent pozitiv, totusi el
nregistreaza o pantd descendentd, scaderea lui fiind de peste 33%, Tntre 2008 si 2015, de la
gproximativ 12 miliarde lei la sub 8 miliarde lel. Regresia profitului opergional se explicd
printr-o scadere consistentd a veniturilor operationale (dobanzi, comisioane, venituri din
tranzactionare etc.), de circa 8 miliarde lei, ca urmare a franarii procesului de creditare (sau,
mai bine spus, faptului ca procesul creditarii nu a mai inregistrat dinamica de dinainte de criza)
si, In ultimii ani, scaderii ratelor de dobanda, att la operatiunile in valuta, dar, Tn specid, la
celeinle.
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Tabelul nr. 3. Evolutia si structura veniturilor, cheltuielilor si profitului bancar in
sistemul bancar romanesc

Indicator 2008 2009 2010 2011 2012 2013 2014 20152016 1X
\/enituri operationale-mil. lei 26.411)28.893|26.206|24.345/19.282|19.127|18.726|18,370| 14.854
Veniturile nete din dobénzi - mil. lei 11.902|12.830|15.999/15.196/12.096/11.334/10.971/10.620, 8.180
Cheltuieli operationale - mil. lei 14.776|18.544|17.079|16.584|11.376/10.864/10.397|10.574| 7.584
Profit operational - mil. lei 11.681]10.419| 9.200 | 7.829 | 7.939 | 8.288| 8.338| 7.796 | 7.270
Ponderi (%) in veniturile operationale (100%) ale:

Veniturile nete din dobanzi 45 44 61 62 63 59 59 58 55
Cheltuieli operationale 56 64 65 68 59 57 56 58 51
Profit operational 44 36 35 32 41 43 44 42 49

Sursa: Serii de date statistice utilizate in graficele din Rapoartele asupra stabilitatii
financiare 2011-2016, www.bnr.ro, sectiunea publicatii periodice si calcule ale autorului

Principalul venit al bancilor, veniturile nete din dobéanzi, in intervalul analizat, au
Tnregistrat in cel opt ani analizati, doua trenduri, unul de crestere pana in 2010, iar al
doilea, Tncepand cu anul 2011, de scadere continua, ele aproape Thjumatatindu-se.

Veniturile nete din dobanzi sunt o functie care depinde de volumul operatiunilor si
marimea marjelor de dobanda. Cum, in toata perioada analizata, marjele de dobéanda au
actionat oscilatoriu, Inseamna ca ele au fost folosite de banci pentru a-si creste veniturile,
atunci cand volumele operaiunilor nu mai dadeau randament (Graficul nr. 1). Oricum,
trebuie remarcat ca marjele de dobanda la operatiunile in lei au fost mult mai mari decét la
opergiunile in valutd, dupa cum operatiunile cu populatia au adus bancilor marje mai mari,
n raport cu cele derulate cu Tntreprinderile.

Graficul nr. 1. Evolutia marjelor de dobanda (%)
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——marja de dobanda in lei la operatiunile cuintreprinderile
marja de dobianda in euro la operatiunile cu populatia
———marja de dobdndad in euro la operatiunile cuintreprinderile

Sursa: calcule ale autorului folosind serii de date statistice din baza de date iteractiva a
BNR, www.bnr.ro, sectiunea statistica

Pe fondul deteriorarii veniturilor bancare, toate institutiile de credit din sistem au
Tnceput sa aplice programe de control ale costurilor. La inceput o serie de factori, precum
reteaua comerciala, numdrul mare de salariati n raport cu operatiunile, salariile mari ale
acestora, au facut ca cheltuielile sa creasca, dar incepand cu anul 2010, se remarca o
scadere accentuatd a cheltuielilor, la aproape jumatate fatd de anul 2008 sau, in cifre
absolute, de lacca. 18,5 mld. lei Tn 2009, lacca. 10 mid. el in 2015.

Chdtuidile operationale ale bancilor sunt formate din cheltuielile de personal,
chdtuidlile administrative (retea, management, utilitati, consumabile) si amortizarea activelor
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imobilizate. Ori In Roménia, sissemul bancar este mult mai "subtire” fgd de momentul
inceperii crizei: € a pierdut aproximativ un sfert din persona si aproape 30% din retea. Cu
siguranta ca si 1n viitor vom asista la continuarea procesului de redimensionare a retelei de
unitéti si a personalului, in conditiile in care toate bancile:

- pun la dispozitia clientelei sisteme alternative de accesare a serviciilor bancare, de genul
”bancd ladistanta”: | - banking, M — Banking, Tn conditii de costuri minime sau cu cost 0;

- 1si extind unitdtile de selfbanking, inaugurand in unitatile traditionale zone unde
clientul 1si presteaza, el Tnsusi, serviciile bancare, 24 de oredin 24, 7 ziledin 7.

Tabelul nr. 4. Evolutia dimensiunii retelei bancare si a personalului bancar

Indicator u.m. 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016
Numar total mii 716 679 668 658 61,8 586 57,7 559 554
de salariati | 9% faa de 2008 1000 948 932 918 862 8.8 806 780 774
Numar total unitati 6.552,0 6.425,0 6.170,0 6.040,0 5.679,0| 5.450,0 5.304,0 4.906,0 4.757,0
unitati % fgd de 2008 100,00 981 942 922 86,7 832 810 749 726

Sursa: Serii de date statistice utilizate in graficele din Rapoartele asupra stabilitatii
financiare 2011-2016, www.bnr.ro, sectiunea publicatii periodice si calcule ale autorului
folosind date din articolul ’Indicatorii sistemului bancar din 2016, www.bancherul.ro

Toate aceste realitati (banca la distanta, unitatile de selfbanking) conduc la reducerea
personalului bancar clasic. Dar, reducerea personalului bancar mai este generata si de
faptul cd unitatea bancard traditionala este total transformatd in prezent, ea devenind un
simplu centru de vanzdri, nemaiavand atesata zona de back-office, cu servicii de
contabilitate, decontari, analize credite, resurse umane, marketing, administrativ etc.,
compartimente disparute datorita informatizarii masive a serviciilor bancare, acum, toate
aceste compartimente regasindu-se doar lanivelul centralel bancare.

Sa mai remarcam ca, in ultimii ani, veniturile nete din dobanzi si-au consolidat pozitia
de principal venit al bancilor, fatd de perioada de dinainte de criza sau de perioada de la
inceputul crizei, la 58-60 % din totalul veniturilor operationale, iar cheltuielile operationale
ale bancilor au fost aduse usor sub aceasta valoare. Astfel spus, veniturile nete din dobanzi sa
fie suficiente pentru acoperirea chetuielilor operationale. In ceea ce priveste profitul
operational, el pare sa se fi stabilizat la un nivel de 41-44% din veniturile opergionale.

Tabelul nr. 5. Dinamici fata de anul anterior ale veniturilor, cheltuidilor si profitului

bancar
Dinamici faa de anul anterior 2008 2009 2010 2011 2012 2013 2014 2015
\enituri din dobanzi 100 116,3 81,0 949 852 850 854 845
Cheltuieli cu dobanzile 100 1215 57,1 947 920 760 70,7 629
Venituri nete din dobanzi 100 107,528 950 79,68 93,7 968 968
\enituri operationale 100 1094 90,7 929 79,20 99,2 97,9 981
Cheltuieli operationale 100 1255 92,11 97,1 68,6 959 95, |
Profit operational 100 89,2 883 85, | | 935

Sursa: Serii de date statistice utilizate in graficele din Rapoartele asupra stabilitatii
financiare 2011-2016, www.bnr.ro, sectiunea publicatii periodice si calcule ale autorului

Ajustarea si redefinirea structurilor bancare romanesti si a sistemelor lor de
management Si gestiune se observa cel mai bine din dinamica anuald a profitului, a
veniturilor si a cheltuielilor bancare. Astfel, intre 2010 si 2015, toti acesti indicatori
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inregistreaza ajustari consistente, scaderile fiind in numar de 32 de cazuri dintr-un total de
42 de cazuri, iar Tn 24 de cazuri scaderile sunt mai mari de 5%. Cresterile, daca excludem
anul 2009, sunt in numar de doar 5, localizate 3 la nivelul profitului operational, una la
nivelul veniturilor nete din dobanzi si o alta la nivelul cheltuielilor operationale, iar valorile

lor sunt, de cele mai multe ori, de 1-2 %.

3. Structura contului de profit si pierdere la nivelul sistemului bancar romanesc

Este interesant de urmarit structura contului de profit si pierdere al bancilor, atat in
valoare absolutd, cét si ca pondere a valorilor in totalul veniturile operationale ale bancilor.
De mentionat cd, pentru anul 2016, valorile au Tn vedere doar primele trei trimestre.

Veniturile din dobanzi aduc bancilor mai bine de jumatate din venituri. Acestea sunt
urmate de veniturile din comisioane, cu circa 0 cincime pondere n totalul venitului
opergional. Celéalte venituri, din tranzadionare, din diferente de curs, din instrumente
financiare, alte venituri, contribuie cu o cincime, pana la un sfert din venitul operational total.

Tabelul nr. 6. Contul de profit si pierdere |a nivelul intregului sistem bancar

romanesc
Vaori absolute - Ponderi (%) T_n
: o total venituri
Indicator mil. lel operationale
2015 | 20161X | 2015 | 2016 IX
Venituri nete din dobanzi 10.620  8.180 58 55
Venituri nete din comisioane 3.808 2.861 21 19
Castiguri nete aferente activelor si datoriilor financiare 833 1.940 5 13
neevaluate la valoarea justa (instrumente financiare
disponibile pentru vanzare)
Venituri din tranzactionare 626 639 3 4
Venituri din diferente de curs 1.603 1.024 9 7
Alte venituri 879 211 5 1
Total venituri operationale 18.370 14.854 100 100
Cheltuieli cu personalul 4.882 3.540 27 24
Cheltuieli administrative 4.856 3.437 26 23
Alte cheltuieli (amortizarea) 836 607 5 4
Total cheltuieli operaionale 10.574 7.584 58 51
Profit operaional 7796  7.270 42 49
Cheltuieli cu deprecierea activelor (Costul net a| (3.943) (3.040) (21) (20)
riscului)
Altele 1.025 (534) 6 (4)
Profit Tnainte de impozit 4.878 3.696 27 25

Sursa: Serii de date statistice utilizate Tn graficele din Rapoartele asupra stabilitatii
financiare 2011-2016, www.bnr.ro, sectiunea publicatii periodice si calcule ale autorului

Opinia mea este ca aceasta structura este usor riscanta pentru bancile romanesti, pentru

v

Ca.

- orice scadere a ratelor de dobanda pe piata bancara romaneasca va avea un impact

negativ lanivelul venitului bancar;

- veniturile scazute din comisioane indica o utilizare redusa de catre public, populatie
si ntreprinderi, a serviciilor bancare. Adica, serviciile bancare sunt apelate nu din
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necesitate, datorita unei nevoi, trebuinte, ci dintr-o obligatie, ceva de genul nu am cum sa
le ocolesc”. Din péacate, acest aspect, face ca, in conditiile unei potentiale crize, utilizatorii
sa renunte la ele, ceea ce pentru banci va insemna o noua reducere a veniturilor;

- necesitatea redusa a serviciilor bancare rezulta si din ponderea redusa a celorlalte
surse de venit i din aceea ca inregistreaza abateri semnificative de la un an la altul, ceea ce
ne indica faptul ca nu sunt o sursa sigura de venit.

Pentru cheltuielile operationale, remarcam ca personalul implica circa un sfert din
cheltuieli si, tot cam aceeasi valoare, cheltuielile administrative. Amortizarea consuma cam
5% din venit, rezultand un profit operational cam de 45%. Sa mai observam ca deprecierca
activelor financiare ale bancilor, in special portofoliul de credite acordate, inca consuma in
jur de 20% din profitul operational, desi punctul de maxim al acestora pare a fi trecut. Mai
trebuie precizat ca exista o serie de operatiuni conjuncturale care afecteaza profitul bancar.
De exemplu, Tn anul 2015, profitul bancar a crescut cu mai mult de un miliard caurmare a
preluarii Volksbank de catre Banca Transilvania.

4. Concluzii

Desi sistemul bancar romanesc a reintrat in zona profitabilitatii, dupa cinci ani
pierderi, totusi modul de formare a profitului nu a inlaturat total riscurile, mai ales ca nu
toate bancile din sistem ar fi profitabile (la sfarsitul anului 2016 mai existau inca 10 banci
care Tnregistrau pierderi). Structura veniturilor bancare a fost, in ultimii ani, formata din
veniturile din dobanzi, care aduc bancilor mai bine de jumatate din venituri. Acestea sunt
urmate de veniturile din comisiocane, cu circa 0 cincime pondere in totaul venitului
opergional. Celelalte venituri, din tranzactionare, din diferente de curs, din instrumente
financiare, alte venituri contribuie cu o cincime, pana la un sfert din venitul operational total.
Pentru cheltuielile operaionale, remarcim ca personalul implicd circa un sfert din
cheltuieli si, tot cam aceeasi valoare, cheltuielile administrative. Amortizarea consuma cam
5% din venit, rezultand un profit operational cam de 45%. S& mai observam ca deprecierea
activelor financiare ale bancilor, Tn special portofoliul de credite acordate, Tnca consuma in
jur de 20% din profitul operational, desi punctul de maxim al acestora pare afi trecut.
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Abstract. Sustainable devel opment is the most pressing concern of contemporary organizations, asit
requires profound changes in their business strategies and practices. The need to ensure business
sustainability triggered a broadening of the concept of marketing, its task being to meet the needs of current
and future generations of consumers by creating and offering products and services in a sustainable way. We
used content analysis of retailers’ web sites, completed with information from Retailer Scorecard 2016
Report, to assess the extent to which representative retailers implement sustainable marketing practices in
Romania. The major contributions of this study are: the creation of a conceptual model for evaluating the
results of sustainable marketing in an organization, starting from the dimensions of sustainable development;
a ranking of major retailers in Romania based on the performance of their sustainable marketing activities;
the identification of key strategic directions of sustainable marketing, which guide marketing activities of
major retailersin Romania, allowing the analysis of strategic groups of retailers.

Keywords: sustainable development, sustainable marketing, retail, content analysis, sustainable
strategic groups.
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1. Introduction

There is a strong interdependence between global ecology and globa economy
(Sheth and Parvatiyar, 1995). Much of the economic growth and human welfare improved
by utilizing abandoned environmental resources such as raw materials from forests, soils,
seas, and waterways. Marketing plays a significant role in this enhancement by facilitating
the use and development of products with new technologies in biology, materias,
construction, chemicals, energy, and electronics. Economic activities are predominantly
driven by the marketing process, which stimulates consumption opportunities to satisfy
human and organi zational needs and wants.

The traditiond marketing system is focused on consumer satisfaction, which limits the
consderation of the need of future generations. Driven by utilitarian vaues, it seems that the
marketing slogan ‘the consumer is king’ provides short-term satisfaction and ignores the concern
for society.

However, over-consumption or excess production may hinder smooth production in
future due to limited natura resources. In this instance, marketing efforts focusing on
short-term gain seem myopic. Indeed, there is a need to shift current marketing practices
towards a broader aspect in order to sustain the future.

Given this, marketing cannot avoid its responsibility towards environmental
sustainability. There is a need to consider the holistic marketing effort and approach in
order to modify the whole consumption pattern for the betterment of future generations.

2. Sustainable development

The principles of sustainable development have been first debated globdly, in an
organized framework, in 1972, a the United Nations Conference on Human Environment in
Stockholm (United Nations, 1972). These principles have brought to the attention of the business
environment the basic premise that busness has a responsbility to satisfy human needs and
wants while preserving nature.

The concept of sustainability, in its contemporary form, stems from the Brundtland
Report, which was published in 1987 by the United Nation’s World Commission on
Environment and Development (Bruntland Commission, 1987). This report, named “Our
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Common Future”, coined the term sustainability. In this report, sustainable development is
defined as “the development that meets the needs of current generations without
compromising the ability of future generations to meet their own needs”. In other words,
sustainable development is not only about maintaining environment quality, but involves
the overall capacity of a society to sustain itself. This requires the creation of social,
environmental and economic conditions that allow each person to reach their full potentia,
both for the present and future generations (OECD, 2011).

The Bruntland report proposes long-term strategies for achieving sustainable
development by addressing three key elements. ecological environment, economy, and
socia equity (Edwards, 2005). The environmental dimension of sustainability requires the
long-term viability of resource use and emphasizes the issues of environmental degradation
and resource depletion (Sheth, et a. 2011). Economic sustainability refers to a dynamic
economy that endures for along period of time, while also recognizing the importance of
providing secure, long-term employment. The socia dimension of sustainability refers to
the well-being of people and the community and equity/equality issues (Edwards, 2005).

Since then, sustainable development has become a magor policy goa for
governments, businesses, and communities around the world.

Today, sustainability is being explored by companies for growth and development.
Elkington (1998) has incorporated the three facets of sustainability into actual business
performance and argued that businesses should look not only at the traditional measures of
economic performance (profits), but aso consider the measures of socia and
environmental performance, reflecting the “triple bottom line” (TBL) of sustainability. The
triple bottom line approach of sustainability has also been analysed by Charter (Charter, et
al., 2006), who uses the terms: people, planet and profit.

The Center for Sustainable Enterprise (2010) defined sustainability as “a way of
doing business that creates profit while avoiding harm to people and the planet.”

It is clear from these definitions that sustainability is a long-term vision that deals
with the development of strategy based on ethical and moral principles and that some steps
have to be taken today to save the future of coming generations. Thus, the meaning of
sustainability is understood as environmental sustainability, but it is not limited only to
environmental issues, as it aso includes social and economic issues (Obermiller, et a.,
2008).

Sustainability is advancing rapidly as a viable ideology — in political, economic,
technological and academic circles — even though research has only begun to understand it
theoreticaly, empiricaly or strategicdly (Bansad and Roth, 2000; Kilbourne, et a., 2002;
Sharma, et d., 2010).

Sustainability is an appealing concept for a variety of fields, but marketing, in
particular, has an opportunity to contribute significantly to the understanding of
sustainability, its boundaries, merits, and viability as a focus of organizations’ future
operations. In a sense, marketing has an opportunity to elevate its focus from managing
relationships with customers (and other stakeholders) to managing a broader set of
marketplace issues involving economic, environmental, and social dimensions, being
market oriented, and attending to the needs and wants of multiple stakeholders (Tomas and
Hult, 2011, p. 3).

With this growing focus on sustainability efforts, marketing is in a unique position
to elevate its focus from managing relationships with customers to strategically managing a
broader set of marketplace issues. Organizations adopting the Triple Bottom Line concept
may become more competitive through focused marketing efforts to align strategy with
environmental and social competencies, define clear business and marketing objectives,
and accurately forecast to determine salient dynamic sustainability variables.
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3. Theevolution of sustainability in marketing

It is often clamed that marketing activities are partly responsible for the ill
environment generated by consumption and over-consumption (Fisk, 1974; Sheth and
Sisodia, 2006; Polonsky, 2011).

This view has arisen because, traditionaly, sustainability and marketing took
opposite sides on the consumption continuum (Menon and Menon, 1997, p. 53), the main
objective of the marketing strategy being to gain a competitive advantage in a competitive
market. The achievements of marketing strategy used to be measured by indicators such as
sdes, market share, profits, share prices etc. (Mendelovag, 2014, p. 124). However, if
marketers pay attention only to short-term targets, increasing sales or profits in creating the
marketing strategy, they can produce a negative impact on society in terms of sustainability
(Zauskovaa, et al., 2015, p. 671).

That is why several researchers have started to point marketers’ role as a catalyst in
bringing change in the conventiona way of looking at business aspects, in order to attain a
sustainable existence of individuals (Quoguaba and Mohammada, 2015, p. 234). This  is
due to the fact that marketers are responsible for creating environmental awareness among
consumers, offering environmentally friendly products and educating consumers to make
practicing environmentally friendly behaviour a habit.

Thus, sustainable development principles have been integrated in marketing. In
scholarly literature, we can identify several approaches to marketing sustainability.

Social marketing approaches try to apply marketing concepts and techniques to
achieve beneficial outcomes for society as a whole (Kotler and Zaltman, 1971; Lee and
Kotler, 2011).

Other authors (Hunt, 2011; Dam and Apeldoorn, 1996) consider sustainable
marketing a macro-marketing concept, which they define as “the marketing within and
supportive of sustainable economic development”.

In contrast, Belz and Peattie (2010) tried to explain the thin line difference between
sustainable and sustainability marketing in their book “Sustainability Marketing: A Global
Perspective”. They explained that the word sustainable is related to something durable or
long lasting, so “sustainable marketing is a kind of marketing, which builds long lasting
customer relationships effectively - without any particular reference to sustainable
development or consideration of sustainability issues.” Whereas, “sustainability marketing
is more explicitly related to sustainable development agenda” and defined as the “building
and maintaining of sustainable relationships with customers, the social environment and
the natural environment” (Belz and Peattie, 2010, p.31). Therefore, the authors have used
sustainability marketing instead of sustainable marketing because of the broader scope.

Cronin, et al. (2011) argued for a “green” perspective of sustainability. In their
view, organizations are expected to commit to sustainability-oriented marketing strategies
as a function of the cost of materials and energy, public pressure, awareness of triple
bottom line practices among the public, and consumers’ growing antipathy to
globalization.

Based on the norm of business-consumer reciprocity, Sheth, et a. (2011) argue that
sustainability outcomes must result from consumer-directed business actions if companies
plan to make sustainability an integral part of their business strategies and operations. This
argument is also in line with several other researchers’ consumption-based view of
sustainability (Huang and Rust, 2011; Ramirez, 2013).

In line with this vision, a new theory emerged on the sustainable side of an
organization's marketing activity, namely the customer-centric sustainability. Customer-
centric sustainability (CCS) stems from the stakeholder perspective wherein firmsintegrate
stakeholder expectations into their business actions and thereby resolve different
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perspectives on sustainability issues and outcomes (K ozlowski, et al., 2012). While afirm-
centric view of sustainability is often criticized as lacking a long-term perspective and a
genuine effort for societal and environmental values (Molthan and Hill, 2014), a customer-
centric view of sustainability puts customers in the foreground and seeks the viability of
both consumers and businesses. Therefore, from a CCS perspective, sustainability is
viewed as “a joint product of marketing actions and consumer behaviour” (Sheth, et al.,
2011, p. 24) and it can be achieved through the mutua effort of both companies and
consumers.

Therefore, the concept of marketing is extending towards fulfilling the needs of future
generations, which further means creating, communicating and delivering sustainability-based
vaue to customer. Therefore, a company has to balance its marketing strategy in such a way
that customer needs can be fulfilled after preserving profitability, public interest and ecology
(Vagasi, 2004).

4. Sustainability in the marketing strategy

As discussed earlier, marketing has witnessed changes as sustainability is making
its way into marketing practices.

There is a need to consider sustainability when developing a marketing strategy,
which means that the company has to adopt sustainability in strategic marketing practices
and the marketing mix. But, on the other hand, formulating and implementing it are not easy
tasks, because a company’s marketing strategy is designed according to the customers’ needs
and wants. Moreover, integrating sustainability into marketing strategy is another unique
task and objective.

Sustainability marketing is considered to be different because customer demand has
to be fulfilled but not necessarily by communicating in the customer’s language (Peattie
and Belz, 2010). On the other hand, sustainability marketing strategy not only results in
added value to customers, but also builds long-term relationships with them, which are not
only beneficial for business, but also for society and ecology. Therefore, after researching
this direction, Peattie and Belz (2010) created the concept of 4C’s and tried to mould the
traditional 4P’s (Product, Price, Place and Promotion) into 4C’s: Customer solution,
Customer cost, Convenience and Communication. These are very much related with the
4P’s of marketing given by McCarthy. The 4P’s are converted into 4C’s to include the
sustainability criteriainto marketing strategy.

Traditional Sustainability Marketing
Marketing Mix Mix
Product Transformare  Customer Solution
Price » Customer Price
Place Convenience
Promotion Communication

Figure no. 1. McCarthy’s 4P Approach vs Sustainability Marketing Mix

Source: Belz, F.-M., Pedttie, K., 2010. Sustainability Marketing: A Global Perspective,
John Wiley and Sons, Hoboken, New Jersey.

Therefore, the goa of sustainability marketing strategy is changed to attain
competitive advantage through a position that is desirable, different, and defensible
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(Obermiller, et a., 2008). But practicaly, it is not easy to design these kinds of marketing
strategies because of the related issues and challenges. In addition to this, according to
sustainability principles, there is a need to conserve resources and consume less, while on
the other hand, the principle of marketing says to sell more, which means more production,
hence more consumption of resources (Jones, et a., 2008). Therefore, a balance must exist
between the two, which means that the strategy should be formulated in such a way that
profits can still be earned, even after reduced impact on environment and society. No doubt
that problems and solutions go hand in hand because, if someone finds the solution for one
problem, other problem arises.

The same is valid for sustainability marketing strategies: if someone finds
economically profitable solutions for one environmental or socia problem, then a new set
of problems can arise out of that and this cycle goes on and on (Charter, et al., 2006).

Sustainability in marketing strategy not only creates competitive advantage, but also
opens door for cost savings and innovation. A popular marketing response in this changing
market |andscape has been to modify existing products or introduce new ones and production
practices to reduce the ecologica impact and enhance environmenta performance (Cronin,
et a. 2011).

When implementing environmentally friendly products, companies use marketing
tools that are well established and proven for other products. It is important to build the
trust of customers that these products deliver measurable benefits to the environment and
are equally well-suited and cost-effective as the previously used product that was not
environmentally significant and beneficial (Krizanov4, et al., 2013, p. 47).

The constant pressure upon consumers to ‘go green’ has had an inevitable effect
upon their choice of goods and has led to significant changes in their supply. (Thompson,
2007, p.281). Customer buying power is more effective in pressuring organizations to be
environmentally-conscious and market only environmentally-friendly products.

Therefore, the consumer segments of early adopters, ready to buy sustainable
products should be targeted and positioned first. In addition to this, the future goals of
sustainability marketing strategy should be segmentation, targeting and positioning of
customers on the basis of sustainability criteria along with designing a sustainability
marketing mix for better products and services, better prices, better distribution and better
promotion.

Such a focus on environmental consciousness manifests itself within the
organization, especially in purchasing. Retailers are now exposed to constant surveillance
by well-informed, sustainability-conscious end-consumers (Auger, et a., 2010). Thus, a
large retailer can exert its power and influence the supply chain to become eco-friendlier
(Sharma, et a., 2010).

On the other hand, there are a limited number of retail companies that are really
trying to adopt sustainability in their marketing strategy. Moreover, they also have
unsustainable products in the market. Every major supermarket trumpets its green
credentials, its healthy eating range, its policies to combat carbon emissions and reduce
waste, and the ethical producersit uses (Thompson, 2007, pp. 281 — 282).

In conclusion, the companies should keep in mind that sustainability has become a
requirement for good and effective business. The time has gone when it was an option,
now it is becoming an obligation for companies, if they wish to achieve competitive
advantage (Charter, et al., 2006). It is essentially a business requirement because the
concept of marketing is not limited to intra-personal and inter-personal needs; it is
extending towards the needs of future generations (Dam and Apeldoorn, 1996), and it is
rightly said that companies cannot remain in the market if they will not become truly
sustainable.
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5. Resear ch methodology

Early research agenda within marketing focused on the end customers' ecological
consciousness or, in other words, the problems and issues of understanding the “green
customer” and effectively marketing to such customers (Antil, 1984; Ellen, et al., 1991,
Kinnear, et a.,1974). It was argued that consumer power would lead businesses to focus
more on the environment since customers have the power to endorse (vote favourably),
reject (boycott) or criticize companies for faling to mantain a balance with the
environment (Sisodia, et a., 2007).

In recent years, researchers have shown increasing interest in examining how
environmental sustainability issues can be incorporated into marketing (Chabowski, et al.
2011), even though some authors consider that understanding the strategic nature of
sustainability and how it influences the development of marketing theory is not
documented well enough (Kilbourne, 1998; Sharma, et al., 2007; Varadargjan, 2010).

Nowadays, sustainability in the field of marketing is studied through different
perspectives. Severa studies evaluate and analyse green or environmental marketing
strategies (Polonsky, 1995; Aragon-Correa, 1998; Buysse and Verbeke, 2003; Camino
2007; Fraj- Andrés, et al., 2008). The marketing strategy has also been analysed from the
socia aspect (Maignan, et al., 2005). Further, some authors have focused on business-to-
business marketing and have developed a framework that highlights the role of marketing
in environmentally sustainable supply chain strategies (Sharma, et. a, 2010, p. 1).

Katsikess, et a (2016, p. 661) developed and empirically tested a model of drivers
and outcomes of eco-friendly product development strategy. Their results support the
premise that eco-friendly product development strategies provide benefits for companiesin
terms of product development effectiveness, which may expect to gain an improvement
between 21.3% and 31% in their product development effectiveness, when such strategies
are robustly executed. Therefore, marketing has been long concerned with understanding
environmentally-conscious consumers and devising appropriate strategies to target them.

Our paper aims to contribute to the development of research in the field of
sustainability marketing by creating a conceptual model for the evaluation of results of the
sustainability marketing activity of representative organizations in the Romanian retail
sector. We chose the retail sector as modern retail chains have become the most important
outlet for local and global manufacturers, with their policies having the power to shape the
environmental future of contemporary economies.

In Romania, the 12 largest retail networks achieved in 2015 a total business of
RON 44.39 hillion or approximately EUR 10 billion, with modern retail accounting for
approximately 60% of transactions on the Romanian market (Table 1). Of these 12
retailers, we used the top 10 for our research, because Billa Romania S.R.L. and Artima
S.A. weretaken over by Carrefour Romania S.A.

We used content analysis as our research method. The purpose of content analysis
Isto systematically describe the content of respondents’ comments and classify the various
meanings expressed in the recorded material. Content analysisis a popular approach in the
analysis of qualitative information, such as text, images, information, interviews and web
pages (Adams, et a., 2007, p. 161).

Thus, we conducted a content analysis of the web content of the top 10 retailersin
Romania for 2016, as no retailer published a sustainability report, a community
involvement report, a sustainable development report or even an annual activity report for
Romania for 2015-2016. All ten analysed retailers publish group consolidated annual/
sustainability reports, but information and direct references to the activity in Romania are
very few.
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We also completed the documentation with data from the fifth edition of the 2016
Retall Retailler Scorecard, published by the World Wide Fund for Nature (2016), which
assesses the environmental performance of the retail food market in Romania.

Tableno. 1 Top retailersin Romania based on 2015 turnover

No. of Net turnover Net profit/ loss
No Company employees (mil. lei) (mil. lei)
2015 2015 2015
1. | Kaufland Romania SCS 107 9,174 649
2. | Carrefour Romania SA 29 5,150 128
3. | Lidl Discount SRL 192 4,724 172
4 Metro Cash& Carry Romania 31 4,494 35
SRL
5. | Auchan Romania SA 33 4,444 53
6. | Megalmage SRL 471 3,563 103
7. | Selgros Cash & Carry SRL 19 2,934 43
8. | Rewe (Romania) SRL 182 2,656 13
9. | Profi Rom Food SRL 367 2,548 53
10. Romania Hypermarche SA 12 1723 -40
(Cora)
11. | BillaRomania SRL 86 1,510 5
12. | ArtimaSA 159 1,025 0,9
Total 1,688 43,945 1,214

Source: Adapted by authors after Popa C., Dascalu F., Top retailers - 12 retal neworks cumulate
busness of EUR 10 hillion in 2015, Revista Piata, June 2016. Avaldble a: <http:/Mmwww.revida:
piataro/Top retaler 12 retde cumulesza afaceri_de 10 miliarde euro A in 2015-id12308.htmi>
[Accessed 1 February 2017).

There are six main steps in content analysis: identify the unit of analysis, choose a
set of categories, code, tabulate, illustrate the material and draw conclusions from the
tabulations and diagrams (Adams, et a., 2007, p. 162).

In our research, the unit of analysisisthe retailer.

Choosing a set of categories, based on either a theory or rationale or on the
usefulness of the review of the material is the second step in content anaysis. The
categories must be relevant to the issue being explored, mutually exclusive (so that a unit
can only be placed under one category), exhaustive (covering al possibilities) and reliable
(someone el se repeating the analysis would categorize the unit in the same way).

Thus, we used two categories of indicators. genera indicators and specific
indicators. In the category of generic indicators, we included variables whose presence on
the web page and, implicitly, in the retailer's activity are a factor with a stimulating effect
on sustainability marketing initiatives:

- GRI Reporting

Environmentally friendly lighting / refrigeration / air conditioning technologies

Investments in employees

Traceability mechanism for fish products

Traceability mechanism for meat and meat products

Traceability mechanism for fruit and vegetables

Use of durable/ recyclable office supplies

Electric car charging station network / Fuel vapor recovery mechanism
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In the category of specific indicators, we included variables from the website of each
retailer, which represent concrete sustainable marketing initiatives and activities carried out by
retailers:

Sale of organic detergents

Sale of cocoa and chocolate with UTZ certification

Sale of fish products with MSC certification

Sale of FSC or recycled paper products

Sale of Romanian eco-certified vegetables and fruit

Use of recyclable packaging

Collect PETSs, bottles and glass for recycling

Collect paper/ cardboard for recycling

Collect waste batteries for recycling

Collect used electrical and electronic equipment (WEEE) for recycling

Collect light bulbs and neons for recycling

Collect wood waste for recycling

Collect household and engine oil for recycling

Sustainable transport

Green communication campaigns

Promotional materials on recycled paper

Socia projects for the benefit of the community

Employee volunteering.

We coded the information obtained from the analysis of the web pages of the top 10
ten retailers by awarding a score of 1 if the variable was identified on the web page, or a
score of O respectively, if the variable was not found on the web page. The information we
obtained is presented in tables no. 2 and 3, asfollows:

Tableno. 2 General indicator s used to assess the sustainability marketing activity of
thetop ten retailersin Romania

%) | = 4 : > 3 ©
d < g >7 < o > —~E 3 £
- O (] -] F0 4 3 = © — L © OC @
| 8o | 84| 84| 28w | 89| B | 881 e£8%| £u | £8S
Indicators %% "g;g A goa% S5 T X O g ¥ d%:g:.’a g ggv
287 27| ZRE < B | %0 fg33 27 2l
g & |3 cg| &= © G| 8 T
GRI Reporting 0 0 0 0 1 0 0 0 0 0
Environmental
ly friendly
lighting /
refrigeration / 1 0 1 0 1 1 0 0 1 0
ar
conditioning
technologies
Investmentsin
employees 1 1 1 1 1 1 1 1 1 1
Traceability
mechanism for 1 0 0 0 1 0 1 1 0 1
fish products
Traceghility
mechanismfor
meat and meet 0 1 0 0 1 0 1 1 0 1
products
Traceability
o 1 1 0 1 1 0 1 1 0 0
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fruit and
vegetables

Use of durable
/ recyclable
office supplies

Electriccar
charging station
network / Fuel
Vapor recovery
mechanism

Source: created by authors

Table no. 3 Specific indicator s used to assess the sustainability marketing activity of
thetop ten retailersin Romania

INDICATOR
S

Kaufland

Romania

SC.S

Carrefour
RomaniaS.A.

Lidl Discount

SR.L.

Metro
Cash& Carry

Romania
SR.L

Auchan
RomaniaS.A.

Mega Image
SR.L

Selgros
Cash& Carry

SR.L.

Rewe
Romania
SR.L. (Penny

Market)

Profi Rom
Food SR.L.

Romania
Hypermarche

S.A. (Cora)

Sale of
organic
detergents

(I

[EEN

Sale of cocoa
and chocolate
with UTZ
certification

Sale of fish
products with
MSC
certification

Sale of FSC or
recycled paper
products

Sale of
Romanian
eco-certified
vegetables and
fruit

Use of
recyclable
packaging

Collect PETS,
bottles and
glass for

recycling

Collect paper/
cardboard for
recycling

Collect waste
batteries for

recycling

Collect used
electrical and
electronic
equipment
(WEEE) for
recycling

Collect light
bulbs and
neons for
recycling
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Collect wood
waste for 0 0 0 0 0 0 0 0 1 0
recycling

Collect
household and
engine oil for

recycling

Sustainable
transport

Green
communicatio 1 1 1 0 1 1 1 0 0 0
n campaigns

Promotional
materials on 1 1 1 0 1 1 1 0 0 0
recycled paper

Social projects
for the benefit
of the
community

Employee

volunteering 1 1 0 0 1 1 0 1 1 1

Source: created by authors

6. Results and findings

Based on the results of content analysis summarized in tables no. 2 and 3 we caculated
the Sustainability Marketing Index (ISM) as the sum of the scores earned by each retailer, for
each of the 26 generd and specific target indicators, usng the following formula:

ISM =S 1Gym + S 1Sy, (1)

where, |G - the genera indicators of sustainability marketing; IS - specific
indicators of sustainability marketing; M = 8; N = 18.

The results have alowed the ranking of mgjor Romanian retailers according to the
performance of their sustainability marketing activity in 2016 (Table 4). Thus, Kaufland
Romania S.C.S. and Auchan Romania S.A. are leaders in the field of sustainability
marketing initiatives on the Romanian retail market, closely followed by Carrefour Romania
S.A. And Megalmage S.R.L. The weakest performances in terms of sustainability marketing
are recorded by Metro Cash & Carry Romania S.R.L. and Rewe Romania SR.L. (Penny
Market), keeping in mind that this ranking is based on the information published by analysed
retailers on their own sites. Therefore, if they did not declare a series of sustainability
marketing activities and initiatives, we could not have taken them into account in the content
analysisand implicitly in calculating the ISM.

Tableno. 4. Top retailersin Romania, based on the performance of their

sustainability marketing activity in 2016

Retailer Sustainabilit)(II I\S/IMa;keting Index 2015 turnover (mil. le)
K aufland Roméania S.C.S. 18 9,174
Auchan Romania S.A. 18 4,444
Carrefour Romania SA. 17 5,150
Mega |mage SR.L. 16 3,563
Lidl Discount SR.L. 14 4,724
Profi Rom Food SR.L. 12 2,548
Romania Hyper marche S.A. (Cora) 12 1,723
Selgros Cash& Carry SR.L. 11 2,935
Metro Cash& Carry Romania SR.L. 9 4,494
Rewe(Roménia) SR.L. (Penny Market) 7 2,656

Source: created by authors
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Data analysis was done using the Data Analysis module in Excel. We used the
statistical correlation method to anayse the link between retailer turnover and the
performance of its sustainability marketing activity, in the form of the Sustainability
Marketing Index. The results in table no. 5 highlight the existence of a moderate positive
correlation between analysed variables. Therefore, the turnover achieved by aretailer and,
implicitly, its level of economic development is one of the important factors to support its
marketing and sustainability marketing activity.

Tableno. 5 The coefficient of statistical correlation between the Sustainability
Marketing Index and the Turnover of thetop ten retailersin Romania

| SM Turnover
| SM 1
Turnover 0.60297 1

Source: created by authors

The illustration of results is very important when applying content analysis,
because the construction of schematic diagrams will aid the researcher to understand the
relationships between elements and the direction of influence and will facilitate the
dissemination of ideasto others (Adams, et a., 2007, p. 164).

Thus, we graphically represented the results of the statistical correlation in the form
of a chart, based on the turnover and the Sustainability Marketing Index recorded for each
retailer. We were able to identify three strategic groups on the Romanian retail market in
terms of the performance of sustainability marketing activity (Figure no. 2):
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Figureno. 2 Strategic groups based on the sustainability marketing orientation, on
the Romanian retail market
Source: created by authors

% The Promoter Group includes only Kaufland Romania S.C.S., which carries out a
diverse range of sustainability marketing activities, proving creativity and continuity in
these initiatives.
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% The Responsible Group includes Auchan Romania S.A., Carrefour Romania S.A.,
Mega Image S.R.L. and Profi Rom Food S.R.L. These retailers are amost as active in
sustainability marketing as the best performing companies in the industry, even though
they have close to average market rates.

% The Cautious Group includes Lidl Discount S.R.L., Romania Hypermarche S.A.
(Cora), Selgros Cash & Carry S.R.L., Metro Cash & Carry Romania S.R.L., and Rewe
(Romania) SR.L. (Penny Market). These retailers record below market average sales
and performances in the field of sustainability marketing, carrying out only sustainable
marketing activities aready validated by the market as agreed and demanded by
consumers.

7. Conclusions

Companies are beginning to realize the importance of integrating sustainability in
business practices. They are dready influenced by various stakeholders to adopt
sustainability in marketing strategy (Camino, 2007). Moreover, this will become a moral
obligation in future.

Therefore, marketers have to break their traditional frame of reference to integrate
sustainability in marketing strategy. They have to come forward not only to bring
sustainability in products and services, but also in the marketing mix. Moreover, they have
to reconsider their marketing strategies so that they can cover wider aspects and reduce the
social and environmental impact (Charter, et al., 2006). Modern companies can increase
consumer confidence and encourage enthusiasm for eco-friendly products through a
comprehensive and clear communication about what it means for the company to be
"green"” (ZauSkovaa, et al, 2015, p. 671). It is a win-win approach for both the company
and its customers. Therefore, companies have to resolve related issues and challenges to
pro-actively adopt the sustainability criteriain marketing (Kumara, et a, 2012, p. 489).

Hence, the new era of marketing strategy has aready begun with the integration of
sustainability issues. It is time for companies to integrate sustainability in their marketing
strategy so as to beat the intense competition in the market (Kumara, et al, 2012, p. 489).
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Abstract. Dezvoltarea sustenabild reprezintd cea mai presanta preocupare a organizatiilor
contemporane, ntrucat impune schimbari profunde in strategiile si practicile lor de afaceri. Necesitatea
asigurarii sustenabilitatii afacerilor a determinat largirea conceptului de marketing, sarcina sa devenind
aceea de a satisface nevoile generatiilor actuale si viitoare de consumatori, prin crearea si oferirea de
produse si servicii Tn mod sustenabil. Pentru a aprecia masura n care reprezentantii industriei de retail din
Romania implementeaza practici de marketing sustenabil am utilizat analiza de continut a site-urilor
acestora, pe care am completat-o cu informatii preluate din Raportul Retailer Scorecard, la nivelul anului
2016. Contributiile majore ale demersului prezentului studiu constau n: crearea unui model conceptual de
evaluare a rezultatelor activitatii de marketing sustenabil la nivel de organizatie, pornind de la dimensiunile
dezvoltarii sustenabile; ierarhizarea marilor retaileri din Romania in functie de performantele activitatii lor
de marketing sustenabil; identificarea principalelor orientari strategice de marketing sustenabil care
ghideaza activitatea de marketing a marilor retaileri din Romania, ceea ce a permis analiza acestora pe
grupuri strategice.

Cuvinte-cheie: dezvoltare sustenabild, marketing sustenabil, retail, analiza de continut, grupuri
strategice sustenabil .

Clasificare JEL: M10, Q 56, M31, C81, L81.

1. Introducere

Exista o puternica interdependenta intre ecologia globala si economia globald (Sheth
and Parvatiyar, 1995). O mare parte a cresterii economice si a bunastarii umane a sporit prin
utilizarea resurselor de mediu abandonate, cum ar fi materiile prime din paduri, soluri, mari si
cai navigabile. Marketingul joaca un rol semnificativ Tn aceasta Tmbunatatire prin facilitarea
utilizarii si dezvoltarii produselor cu tehnologii noi in biologie, materiale, construdtii, produse
chimice, energie si electronicd. Activitdtile economice sunt predominant determinate de
procesul de marketing, care stimuleaza oportunitétile de consum pentru a satisface nevoile si
dorintele oamenilor si organizatiilor.

Sistemul traditional de marketing se concentreaza asupra satisfactiei
consumatorilor, ceea ce limiteaza considerarea necesitétilor generatiilor viitoare. Condus
de valori utilitare, se pare cd sloganul de marketing "consumatorul este rege" oferd
satisfacti e pe termen scurt Si ignora preocuparea pentru societate.

Cu toate acestea, consumul excesiv sau productia excesiva pot ingreuna productia
n viitor din cauza resurselor naturale limitate. Tn acest caz, eforturile de marketing care se
concentreaza pe castigul pe termen scurt par a fi miopatice. Intr-adevar, este necesard
transformarea practicilor actuale de marketing catre un aspect mai larg, pentru a sustine
viitorul.

Avand Tn vedere acest lucru, marketingul nu-si poate evita responsabilitatea fata de
durabilitatea mediului. Este necesar sa se ia in considerare efortul si abordarea globala de
marketing pentru a modifica intregul model de consum pentru progresul generatiilor
viitoare.

2. Dezvoltarea sustenabila

Principiile dezvoltarii durabile au fost dezbatute pentru prima oara la nivel global,
ntr-un cadru organizat, in 1972, la Conferinta Organizatiei Natiunilor Unite privind Mediul
Uman din Stockholm (Organizaia Natiunilor Unite, 1972). Aceste principii au adus in
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atentia mediului de afaceri premisa de baza ca intreprinderea are responsabilitatea de a
satisface nevoilesi dorintele oamenilor, pastrand in acelasi timp natura.

Conceptul dezvoltarii durabile, in forma sa contemporana, rezultd din Raportul
Brundtland, publicat in 1987 de cdtre Comisia Mondiala a Mediului si Dezvoltarii a
Naiunilor Unite (Comisia Bruntland, 1987). Acest raport, intitulat "Viitorul nostru comun",
a folosit termenul de sustenabilitate. Tn acest raport, dezvoltarea durabild este definitd ca
"dezvoltarea care raspunde nevoilor generdiilor actuale, fara a compromite capacitatea
generatiilor viitoare de a-si satisface propriile nevoi”. Cu alte cuvinte, dezvoltarea durabild
nu se limiteaza doar la mentinerea calitatii mediului, ci implica si capacitatea globala a unei
societdti de a se sugine. Acest lucru necesitd crearea unor conditii sociale, de mediu si
economice care sa permita fiecdrei persoane sa-si atinga intregul potential, atat pentru
generatiile prezente, cat si pentru cele viitoare (OCDE, 2011).

Raportul Bruntland propune strategii pe termen lung pentru realizarea dezvoltarii
durabile, abordand trei elemente-cheie: mediul ecologic, economia si echitatea sociala
(Edwards 2005). Dimensiunea ecologica a sustenabilitatii necesitd viabilitatea pe termen
lung a utilizarii resurselor si subliniaza problemele legate de degradarea mediului Si
epuizarea resurselor (Sheth, si colab., 2011). Sustenabilitatea economica se refera la o
economie dinamica care dureaza o perioada lunga de timp, recunoscand totodata
importanta asigurarii unui loc de munca sigur, pe termen lung. Dimensiunea sociala a
sustenabilitatii se refera la bunastarea oamenilor si la problemele comunitatii si echitatii/
egalitatii (Edwards, 2005).

De atunci, dezvoltarea durabild a devenit un obiectiv politic major pentru guverne,
intreprinderi si comunitati din intreaga lume.

Astazi, dezvoltarea durabila este exploratd de companii pentru crestere si
reald a afacerilor Si a suginut ca intreprinderile ar trebui sa se uite nu numai la masurile
traditionale ale performantei economice (profiturile), ci si sa ia In considerare masurile de
performanta sociald si de mediu, reflectand '"baza tripla" (Triple Bottom Line) a
sustenabilitatii. Abordarea bazei triple de sustenabilitate a fost, de asemenea, analizata de
Charter (Charter, si colab., 2006), care foloseste termenii: oameni, planeta si profit.

Centrul pentru Tntreprinderi Durabile (2010) a definit sustenabilitatea ca fiind "o
modalitate de a face afaceri care creeaza profit, evitind n acelasi timp daunele asupra
oamenilor si planetei”.

Din aceste definitii reiese clar ca sustenabilitatea este o viziune pe termen lung care
se ocupa de elaborarea unei strategii bazate pe principii etice si morale si ca trebuie luate
astazi unele masuri pentru a salva viitorul generatiilor ce urmeazd. Astfel, sensul
sustenabilitatii este inteles ca durabilitate a mediului, dar este limitat nu numai la
problemele de mediu, ci include si aspecte sociale si economice (Obermiller, si colab.,
2008).

Sustenabilitatea avanseaza rapid ca o ideologie viabila - Th cercurile politice, economice,
tehnologice si academice - chiar daca cercetarea abia a inceput sd o Tnteleaga teoretic, empiric
sau gtrategic (Bansa si Roth, 2000, Kilbourne si colab., 2002; Sharma, si colab., 2010).

Sustenabilitatea este un concept atragator pentru o varietate de domenii, dar
marketingul, Tn special, are o oportunitate de a contribui semnificativ la intelegerea ei, a
limitelor, a meritelor si a viabilitatii sale, ca un punct central al activitatilor viitoare ale
organizatiilor. Intr-un sens, marketingul are sansa de a-si mari focusul de la gestionarea
relgiilor cu clientii (si cu alti factori interesati) la gestionarea unui set mai larg de
probleme de piaa, care implicd dimensiuni economice, de mediu si sociale, de a fi

orientatd spre piata si de a raspunde nevoilor si dorintelor mai multor parti interesate
(Tomassi Hult, 2011, p. 3).
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Cu acest accent sporit pe eforturile de sustenabilitate, marketingul se afla ntr-o
pozitie unicd de a-si largi aria de actiune de la gestionarea relatiilor cu clientii la
gestionarea strategica a unui set mai larg de probleme de piata. Organizatiile care adopta
conceptul Triple Bottom Line pot deveni mai competitive prin eforturi de marketing
orientate spre alinierea strategiei |a competentele sociale si de mediu, definirea obiectivelor
clare de afaceri si de marketing si prognozarea exactd pentru a determina cele mai
importante variabile dinamice ale sustenabilitatii.

3. Evolutia sustenabilititii in marketing

Se spune adesea ca activititile de marketing sunt partial responsabile de mediul
bolnav generat de consum si supra consum (Fisk, 1974; Sheth si Sisodia, 2006; Polonsky,
2011).

Acest punct de vedere a aparut deoarece, in mod traditional, sustenabilitatea si
marketingul au avut opinii opuse asupra consumului (Menon si Menon, 1997, p. 53),
obiectivul principa a strategiei de marketing fiind acela de a obtine un avantaj competitiv pe
0 piatd concurentiald. Realizdrile strategiei de marketing au fost masurate prin indicatori
precum vanzarile, cota de piata, profiturile, preturile actiunilor, etc. (Mendelova, 2014, p.
124). Cu toate acestea, dacd marketerii acorda atentie numai tintelor pe termen scurt,
respectiv cresterii vanzarilor sau profiturilor in crearea strategiei de marketing, acestea pot
produce un impact negativ asupra societdtii in termeni de sustenabilitate (Zauskovaa, Si
colab., 2015, p. 671).

Acesta este motivul pentru care mai multi cercetatori au Inceput sa indice rolul
marketingului ca si catalizator in producerea schimbarii in modul conventional de a privi
aspectele de afaceri, pentru a asigura o existentd durabila a indivizilor (Quoquaba si
Mohammada, 2015, p. 234). Acest lucru se datoreaza faptului ca marketerii sunt
responsabili pentru crearea unei constientizari ecologice in randul consumatorilor, oferirea
de produse prietenoase cu mediul si educarea consumatorilor pentru a-si face obiceiul de a
practica un comportament prietenos faa de mediul inconjurdtor.

Sa realizat, astfel, integrarea principiilor dezvoltarii sustenabile n orientarea de
marketing. Tn literatura de specialitate, pot fi identificate mai multe abordari ale sustenabilitatii
Tn marketing.

Abordarile de marketing social Tncearca sa aplice concepte si tehnici de marketing
pentru a obtine rezultate benefice pentru societate in ansamblu (Kotler si Zaltman, 1971; Lee si
Kotler, 2011).

Alti autori (Hunt, 2011; Dam si Apeldoorn, 1996) considerd marketingul durabil un
concept de macro-marketing, pe care 1l definesc ca fiind "marketingul Tn cadrul si pentru
suginerea dezvoltarii economice durabile".

Spre deosebire de acestia, Belz si Peattie (2010) au Incercat sa explice diferenta fina
dintre marketingul sustenabil si pentru sustenabilitate Tn cartea "Sustainability Marketing:
A Global Perspective". Ei au explicat ca notiunea de sustenabil este legata de ceva durabil
sau de lunga duratd, deci "marketingul sustenabil este un fel de marketing care
construieste in mod eficient relayii de lunga durata cu clientii - fara o referire speciala la
dezvoltarea sustenabila sau la luarea in considerare a problemelor legate de
sustenabilitate”. Marketingul pentru sustenabilitate este mai explicit legat de agenda de
dezvoltare durabild si definit ca si "construirea si mentinerea relatiilor durabile cu clientii,
mediul social si mediul natural" (Belz si Peattie, 2010, p. 31). Prin urmare, autorii au
folosit conceptul de marketing pentru sustenabilitate Tn loc de marketing sustenabil datorita
acoperirii mai largi.

Cronin, si colab. (2011) au sustinut o perspectiva "ecologica" a sustenabilitatii. In
opinia lor, organizdiile trebuie sa se angajeze in strategii de marketing orientate spre
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sustenabilitate, Tn functie de costul materialelor Si energiei, de presiunea publica, de
constientizarea practicilor triple de bazad pentru sustenabilitate Tn randul publicului si de
antipatia crescanda a consumatorilor fata de globalizare.

Pe baza normei reciprocitétii dintre intreprinderi si consumatori, Sheth, si colab. (2011)
sudtin ca rezultatele legate de sustenabilitate trebuie sd rezulte din actiunile de afaceri directionate
de consumatori, Tn cazul in care companiile intentioneaza sa faca sustenabilitatea parte integranta
adrategiilor Si operatiunilor lor de afaceri. Acest argument este, de asemenea, in concordanta cu
viziunea altor cercetatori asupra sustenabilitatii bazate pe consum (Huang si Rust, 2011;
Ramirez, 2013).

Tn concordantd cu aceastd viziune, a apdrut o noud teorie despre partea sustenabild a
activitatii de marketing a unei organizatii, si anume sustenabilitatea centratd pe client.
Sustenabilitatea centratd pe client (SCC) provine din teoria partilor interesate in care firmele
integreaza asteptdrile partilor interesate in actiunile lor de afaceri Si, prin urmare, rezolva
diferite perspective privind aspectel e legate de sustenabilitate si rezultate (Kozlowski, si colab.,
2012). Tn timp ce viziunea asupra sustenabilititii centrate pe companie este adesea criticatd ca
fiind lipsita de perspectiva pe termen lung si de un efort real pentru valorile sociale si de mediu
(Molthan si Hill, 2014), o viziune bazatd pe client asupra sustenabilitatii pune clientii in prim-
plan si urmareste atat viabilitatea consumatorilor, cét si a intreprinderilor. Prin urmare, din
perspectiva SCC, sustenabilitatea este privita ca "un produs comun al actiunilor de marketing
si d comportamentului consumatorului” (Sheth, si colab., 2011, p. 24) si se poate realiza prin
efortul reciproc a companiilor si al consumatorilor.

Prin urmare, conceptul de marketing se extinde cétre satisfacerea nevoilor
genergiilor viitoare, ceea ce inseamna crearea, comunicarea si furnizarea de valoare bazata
pe sustenabilitate. Prin urmare, o companie trebuie sa echilibreze strategia de marketing
astfel Tncat nevoile clientilor sd poatd fi indeplinite dupd pastrarea profitabilitatii, a
interesului publicsi a ecologiei (Vagasi, 2004).

4. Sustenabilitatea in strategia de marketing

Este necesar sa se ia in considerare sustenabilitatea atunci cand se dezvolta o
strategie de marketing, ceea ce Tnseamna ca societatea trebuie sa adopte sustenabilitatea in
practicile strategice de marketing si in mixul de marketing. Dar, pe de alta parte,
formularea si implementarea acesteia nu sunt sarcini usoare, deoarece strategia de
marketing a unei companii este proiectata in functie de nevoile si dorintele clientilor. Mai
mult, integrarea sustenabilitatii in strategia de marketing este o alta sarcina si obiectiv unic.

Sustenabilitatea Tn marketing este consideratda a fi diferitd, deoarece cererea
clientilor trebuie sd fie indeplinitd, dar nu neapdrat prin comunicarea in limba clientului
(Peattie si Belz, 2010). Pe de alta parte, strategia de marketing pentru sustenabilitate
produce nu numai valoare adaugata pentru client, ci si relatii de lunga durata cu clientii,
care sunt nu numai benefice pentru afaceri, ci si pentru societate si ecologie. Prin urmare,
Pesattie si Belz (2010) au creat conceptul de 4C si au incercat sd modeleze traditionalul
concept 4P (Produs, Pret, Plasare si Promovare) in 4C: solutia pentru client, costul
clientului, confortul si comunicarea. Acestea sunt foarte Tnrudite cu cele 4P de marketing
ale lui McCarthy. Cele 4P sunt convertite in 4C pentru a include criteriile de sustenabilitate
n strategia de marketing.
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Mix de Marketing Mix de Marketing
Traditional Sustenabil
Produs Transformare  Solutia pentru Consumator
Pret > Pretul Consumatorului
Distributie Comoditate
Promovare Comunicare

Figuranr. 1. Abordarea 4P alui McCarthy vs Mix de Marketing Sustenabil
Sursa: Belz, F.-M., Pedttie, K., 2010. Sustainability Marketing: A Global Perspective, John
Wiley and Sons, Hoboken, New Jersey.

Prin urmare, obiectivul strategiei de marketing pentru sustenabilitate este schimbat
pentru a obtine un avantaj competitiv printr-o0 pozitie doritd, diferitd si usor de aparat
(Obermiller, si colab., 2008). Dar, practic, nu este usor sa proiectezi astfel de strategii de
marketing din cauza problemelor si provocarilor asociate. In plus, conform principiilor
sustenabilitatii, este nevoie sd se conserve resursele si sd se consume mai putin, iar pe de
alta parte, principiul marketingului spune sa se vanda mai mult, ceea ce inhseamna mai
multd productie, deci mai mult consum de resurse (Jones, si colab., 2008). Prin urmare,
trebuie sa existe un echilibru intre cele doua, ceea ce Tnseamna ca strategia trebuie
formulata astfel ncat profiturile sa poata fi castigate, chiar si dupa un impact redus asupra
mediului si societdtii. Fira indoiald cd problemelesi solutiile merg mana in mand deoarece,
daca cineva gaseste solutia pentru o problema, apare o alta problema.

Acdasi lucru este valabil si pentru strategiile de promovare a sustenabilitatii: daca cineva
gaseste solutii pentru o problema de mediu sau sociald care sunt profitabile din punct de vedere
economic, atunci poate aparea un nou set de probleme si acest ciclu continua iar si iar (Charter si
colab., 2006).

Sustenabilitatea in strategia de marketing nu creeazd numai avantaje competitive, ci
face posibilad si economia de costuri si inovarea. Un raspuns popular de marketing Tn acest
peisg a pietei in schimbare a fost acela de a modifica produsele existente sau de a
introduce produse noi si practici de productie pentru a reduce impactul ecologic Si a spori
performanta ecologica (Cronin, si colab., 2011).

Atunci cand implementeaza produse ecologice, companiile utilizeaza instrumente
de marketing care sunt bine stabilite si dovedite pentru alte produse. Este important s se
construiasca ncrederea clientilor ca aceste produse ofera beneficii masurabile pentru
mediu Si sunt la fel de potrivite si rentabile ca produsul utilizat anterior, care nu era
semnificativ si benefic pentru mediul Tnconjurator (Krizanov, si colab., 2013, p 47).

Presiunea constanta asupra consumatorilor de a deveni "verzi" a avut un efect
inevitabil asupra alegerii bunurilor si a dus la schimbari semnificative in aprovizionarea
acestora. (Thompson, 2007, p. 281). Capacitatea de cumparare a clientilor este mai eficienta
Tn ceea ce priveste presiunile asupra organizatiilor pentru a fi ecologice si pentru a promova
produsel e ecologice.

Prin urmare, segmentele de consum care sunt adoptatori timpurii Si sunt gata sa
cumpere produse durabile ar trebui orientate si pozitionate in primul rand. Tn plus,
obiectivul viitor al strategiei de marketing pentru sustenabilitate ar trebui sa fie
segmentarea, orientarea si pozitionarea clientilor pe baza criteriilor de sustenabilitate,
precum Si proiectarea unui mix de marketing pentru sustenabilitate pentru produse Si
servicii mai bune, preturi mai bune, o mai buna distributie si 0 mai buna promovare.
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O adtfd de concentrare asupra constiintei de mediu se manifestd in cadrul
organizaiei, in special in ceea ce priveste achizitia. Comerciantii cu amanuntul sunt expusi la
0 supraveghere constantda de catre consumatorii finali, bine informati si cu constiinta
sustenabilitatii (Auger, si colab., 2010). Astfel, un comerciant mare cu amanuntul isi poate
exercita puterea si poate influenta lantul de aprovizionare pentru a deveni mai prietenos cu
mediul (Sharma, si colab., 2010).

Pe de altd parte, exista un numar limitat de companii de vanzare cu amanuntul care
incearcd cu adevarat sa adopte sustenabilitatea in strategia lor de marketing. Mai mult decét
atét, ele au, de asemenea, produse nesustenabile pe piaa. Fiecare supermarket major lauda
acreditdrile sale ecologice, gama sa de alimentatie sdnatoasa, politicile sale de combatere a
emisiilor de carbon si reducere a deseurilor si producatorii etici pe care 7i foloseste
(Thompson, 2007, pp. 281-282).

Tn concluzie, companiile ar trebui sa tind cont de faptul ci sustenabilitatea a devenit
O cerinta pentru o afacere buna si eficientd. A trecut timpul cand a fost o optiune, acum
devine o obligatie pentru companii, daca doresc sa obtina un avantaj competitiv (Charter,
si colab., 2006). Este, Tn esentd, o cerintd de afaceri deoarece conceptul de marketing nu se
limiteaza la nevoile intra-personale si interpersonale, ci se extinde catre nevoile
generdiilor viitoare (Dam si Apeldoorn, 1996) si se spune pe buna dreptate cd societatile
nu pot ramane pe piata daca nu vor deveni cu adevirat sustenabile.

5. Metodologia de cercetare

Agenda timpurie a cercetarii In domeniul marketingului s-a concentrat pe corstiinta
ecologica a consumatorilor finali sau, cu alte cuvinte, pe problemele de intelegere a "clientului
verde" si marketingului eficient al acestuia (Antil, 1984; Ellen, si colab., 1991; Kinnear, si
colab.,1974). S-a argumentat ca puterea consumatorilor ar conduce intreprinderile sa se
concentreze mai mult asupra mediului, deoarece clientii au puterea de a aproba (vot favorabil),
respinge (boicotare) sau critica firmele pentru ca nu reusesc sa mentind un echilibru cu mediul
(Sisodiasi colab. 2007).

Tn ultimii ani, cercetatorii au aratat un interes crescut in examinarea modului in care
problemele legate de sustenabilitatea mediului pot fi integrate in marketing (Chabowski si
colab., 2011), chiar daca unii autori considera ca Tntelegerea naturii strategice a
sustenabilitatii si modul in care aceasta influenteaza dezvoltarea teoriei de marketing nu
este documentata suficient de bine (Kilbourne, 1998; Sharma, si colab., 2007; Varadarajan,
2010).

In zilele noastre, sustenabilitatea in domeniul marketingului este studiatd prin
perspective diferite. Mai multe studii evalueaza si analizeaza strategiile de marketing verzi
sau ecologice (Polonsky, 1995; Aragon-Correa, 1998; Buysse si Verbeke, 2003; Camino
2007; Fraj-Andréssi colab., 2008). Strategia de marketing a fost de asemenea analizatd din
punct de vedere social (Maignan, si colab., 2005). Mai mult, unii autori s-au concentrat pe
marketingul de business-to-business si au dezvoltat un cadru care evidentiazd rolul
marketingului Tn strategiile lantului de aprovizionare sustenabil din punct de vedere
ecologic (Sharma, si colab., 2010, p. 1).

Katsikeas si colaboratorii (2016, p. 661) au testat empiric un model al motivatiilor
si rezultatelor strategiel de dezvoltare a produselor ecologice. Rezultatele lor sustin
premisa ca strategiile de dezvoltare a produselor ecologice ofera beneficii companiilor din
punctul de vedere al eficacitatii dezvoltarii produselor, care se asteaptd sda obtind o
imbunatétire intre 21,3% si 31% in eficienta dezvoltarii produselor, atunci cand astfel de
strategii sunt executate in mod robust. Prin urmare, marketingul a fost mult timp preocupat
de intelegerea consumatorilor constienti de mediu si de elaborarea unor strategii adecvate
pentru a-i viza.
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Lucrarea noastra isi propune sa contribuie la dezvoltarea cercetarii in domeniul
marketingului sustenabil prin crearea unui model conceptual de evaluare a rezultatelor
activitatii de marketing sustenabil la nivelul organizatiilor reprezentative din sectorul
romanesc de retail. Am ales sectorul de retail Tntrucét lanturile de retail modern au inceput
sa devina cele mai importante piete de desfacere pentru producatorii locali si globali,
politicile acestora avand puterea de a modela viitorul ecologic a economiilor
contemporane.

In Romania, cele mai mari 12 retele de retail au realizat, la nivelul anului 2015,
afaceri totale de 44,39 miliarde lei, aproximativ 10 miliarde euro, retailul modern detinand
aproximativ 60% din totalul tranzactiilor de pe piata romaneasca (Tabelul nr. 1). Din cei 12
retaileri, am retinut pentru cercetarea noastra pe primii 10, intrucat Billa Romania S.R.L. Si
Artima S.A. au fost preluate de Carrefour Romania S.A.

Metoda de cercetare folosita a fost analiza de continut. Scopul analizei de continut
este de a descrie Th mod sistematic continutul comentariilor respondentilor si de a clasifica
diferitele semnificetii exprimate in materialul inregistrat. Analiza continutului este o
abordare populard Tn analiza informatiilor calitative, cum ar fi textul, imaginile,
informatiile, interviurile si paginile web (Adams, si colab., 2007, p. 161).

Astfel, am realizat analiza de continut a paginilor web ale primilor zece retaileri din
Romania, lanivelul anului 2016, intrucét niciun retailer nu a publicat, la nivelul anilor 2015-
2016, un raport de sustenabilitate, un raport de implicare in comunitate, un raport de
dezvoltare durabila si nici macar un raport anual de activitate pentru Romania. Toti cei zece
retaileri analizati publica rapoarte anuale/ de sustenabilitate consolidate la nivelul grupurilor
din care fac parte, in cadrul carora informatiile si referirile directe la activitatea din Romania
sunt extrem de putine.

De asemenea, an completat documentarea cu date preluate din Raportul Retailer
Scorecard pentru anul 2016, Editia a Cincea, realizat de World Wide Fund for Nature (World
Wide Fund for Nature, 2016), care evalueaza performanta de mediu pe piata de retail alimentar
din Roménia

Tabel nr. 1 Top retaileri in Romania la nivelul anului 2015, dupa cifra de afaceri

Angajati Cifra deafacgri Profit/pier(_jere_neta
Nr. Companie neta (mil. lei) (mil. lei)
2015 2015 2015

1. | Kaufland RomaniaS.C.S. 107 9,174 649

2. | Carrefour Romania SA 29 5,150 128

3. | Lidl Discount SR.L. 192 4,724 172

4 Metro Cash& Carry Romania 31 4,494 35
SRL

5. | Auchan Romania SA 33 4,444 53

6. | Megalmage SRL 471 3,563 103

7. | Selgros Cash & Carry SRL 19 2,934 43

8. | Rewe (Romania) SRL 182 2,656 13

9. | Profi Rom Food SRL 367 2,548 53

10. Romania Hypermarche SA 12 1723 40
(Cora)

11. | BillaRomania SRL 86 1,510 5

12. | ArtimaSA 159 1,025 0,9
Total 1,688 43,945 1,214
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Adaptat de autori dupa Popa C., Dascalu F., Top retaileri - 12 retele cumuleaza afaceri de
10 miliarde euro Tn 2015, Revista Piata, iunie 2016. Disponibil la: <http://www.revista-
piata.ro/Top retaileri_12 retele cumuleaza afaceri_de 10 miliarde euro A_in  2015-
1d12308.html> [Accesat 1 februarie 2017].

Existd sase etape principale Tn analiza continutului: identificarea unitdtii de analiza,
degerea un set de categorii, codificarea, tabularea, ilustrarea materialului si tragerea
concluziilor din tabele si diagrame (Adams, si colab., 2007, p. 162).

In cercetarea noastra, unitatea de analiza este comerciantul cu amanuntul.

Alegerea unui set de categorii, bazatd fie pe o teorie sau pe o ratiune, fie pe
utilitatea revizuirii materialului este a doilea pas Tn analiza continutului. Categoriile
trebuie sa fie relevante pentru problema explorata, sa se excluda reciproc (astfel incat o
unitate poate fi plasata intr-o singura categorie), sa fie exhaustive (acoperind toate

Adifd, am utilizat doua categorii de indicatori: indicatori generali si indicatori specifici. Tn
categoriaindicatorilor generali am inclus variabile a caror prezenta pe pagina web si, implicit, n
activitatea retailerului, reprezinta un factor cu efect stimulator asupra initiativelor de marketing
sugtenabil:

Raportare GRI,

Tehnologii ecologice de iluminat/refrigerare/climatizare

Investitii Tn angajati

Mecanism de trasabilitate produse din peste

Mecanism de trasabilitate carne si produse din carne

Mecanism de trasabilitate fructe si legume

Folosirea de materiale de birou durabile/reciclabile

Retea de statji de ncarcare a masinilor electrice / Mecanism de recuperare a vaporilor de
carburant.

Tn categoriaindicatorilor specifici, am inclus variabile de pe pagina web a fiecrui retailer
care reprezinta, concret, initiative si activitati de marketing sustenabil realizate de retailerii
analizati:

Comercializarea de detergenti ecologici

Comercializarea de cacao si ciocolata cu certificare UTZ

Comercializarea de produse din peste cu certificare MSC

Comercializarea de produse din hartie FSC sau reciclata

Comercializarea de legume si fructe romanesti certificate ecologic

Utilizarea de ambal gje reciclabile

Colectare PET-uri, doze si sticla in vederea reciclarii

Colectare hértie/carton n vederea reciclarii

Colectare baterii uzate in vederea reciclarii

Colectare echipamente electrice si electrocasnice uzate (DEEE) in vederea

reciclarii

Colectare becuri si neoane in vederea reciclarii

Colectare deseuri din lemn Tn vederea reciclarii

Colectarea uleiului menajer si a celui de motor in vederea reciclarii

Transport sustenabil

Campanii de comunicare verzi

Materiale promotionale pe suport de hartie reciclatd

Proiecte sociale in beneficiul comunitétii

Voluntariatul angajatilor.

ECEEEEEEEE
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Codificarea informatiilor obtinute din analiza paginilor web ale celor zece retaileri avuti in
vedere s-a realizat prin acordarea punctajului 1, daca variabila a fost identificatd pe pagina web,
respectiv prin acordarea punctajului 0, daca variabila nu a fost gasita pe pagina web. Tabularea
informatiilor astfel obtinute s-a concretizat in realizarea tabelului nr. 2 si a tabelului nr. 3, prezentate
n continuare:

Tabel nr. 2 Indicatori generali folositi pentru evaluarea activitatii de marketing
sustenabil a primilor zeceretaileri din Romania

ia)

Indicatori

Kaufland
Romania
S.CS
Carrefour
Romania
SA
Lidl
Discount
SR.L
Metro
Cash& Carr
y Roménia
SR.L
Auchan
Romania
SA
Mega Image
SR.L
Selgros
Cash& Carr
y SR.L.
Rewe
(Romania)
SR.L.
(Penny
AN arleat)
Profi Rom
Food SR.L.
Romania
Hypermarch
eSA
(Cora)

=
o
o
o
o
o

Raportare GRI 0 0 0 0

Tehnologii
ecologice de
iluminat/ 1 0 1 0 1 1 0 0 1 0
refrigerare/
climatizare

Investitii in
angajati

Mecanism de
trasabilitate
produse din

peste

Mecanisnde
trassbilitate
carne Si produse
dincame

Mecanism de
trasabilitate
fructe si
legume

Materiale de
birou durabile/ 1 0 0 0 0 0 0 0 0 0
reciclabile

Retea de statii
de incércare a
masinilor
ectrice/
Mecanisnde
recuperarea
vaporilor de
carburant

Sursa: Redlizat de autori

Tabel nr. 3 Indicatori specifici folositi pentru evaluarea activitatii de marketing
sustenabil a primilor zeceretaileri din Romania

- © (<) o H =
T 58 € 8= < o o ® ; | S 4 E= o g
85U|D, — = 90 & %( e 4 scod pes iz Qo ] o )
Indicatori %éogéggﬁggégﬂ: éé% © & i’j‘é%;éﬂfé:ﬁ 52 é%‘j{’S
S S = x|z S =) Suils oo S Qo=
¥ S a 8= 14 g §> & e 14 >
Comercializarea
de detergenti 1 1 1 0 1 1 1 0 1 1
ecologici
Comercializarea
de cacao si
ciocolatd cu £ v . v ¢ ¢ Y 2 Y 2
certificare UTZ
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Comercializarea
de produsedin
peste cu
certificare MSC

Comercializarea
de produse din
hértie FSC sau

reciclatad

Comercializarea
de legume si
fructe roméanesti
certificate
ecologic

Ambaaje
reciclabile

Colectare PET-
uri, doze si sticla

Colectare
hartie/carton

Colectare baterii
uzate

Colectare
echipamente
electrice si
€lectrocasnice
uzate (DEEE)

Colectare becuri
si neoane

Colectare
deseuri din lemn

Colectarea
uleiului menajer
si de motor

Transport
sustenabil

Campanii de
comunicare
verzi

Materiale
promotionale pe
suport de hértie

reciclatd

Proiecte sociale
n beneficiul
comunitatii

Voluntariatul
angajatilor

1

1

Sursa: Redlizat de autori

6. Rezultate si discutii

Pe baza rezultatelor analizei de continut, prezentate sintetic in tabelul nr. 2 si tabelul nr. 3,
am cdculat Indicde Marketingului Sustenabil (IMS), ca suma a punctajelor obtinute de
fiecare retailer, la fiecare dintre cei 26 de indicatori generali si specifici urmariti, folosind
urmatoarea formula:

(1)

unde, IG - indicatorii generali ai marketingului sustenabil; IS — indicatorii specifici

a marketingului sustenabil; m=8; n=18.
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Rezultatele obtinute au permis ierarhizarea marilor retaileri din Romania in functie de
performanta activitatii lor de marketing sustenabil, la nivelul anului 2016 (Tabelul nr. 4).
Astfd, Kaufland Roméania S.C.S. si Auchan Roméania S.A. sunt lideri in domeniul initiativelor
de marketing sustenabil pe piata romaneasca de retail, urmati indeaproape de Carrefour
Romania S.A. si Mega Image S.R.L. Cele mai slabe performante in materie de marketing
sustenabil le inregistreaza Metro Cash&Carry Roménia S.R.L. si Rewe (Roméania) S.R.L.
(Penny Market), cu precizarea ca acest clasament se bazeaza pe informatiile publicate de
retailerii analizati pe site-urile proprii. Prin urmare, dacd acestia nu au declarat o serie de
activitati si initiative de marketing sustenabil, noi nu am putut sa le ludam in considerare in
analiza de continut si, implicit, in calculul IMS.

Tabel nr. 4 Topul marilor retaileri din Roménia, in functie de performantele
activitatii lor de marketing sustenabil, la nivelul anului 2016

Retailer '”dg‘jiinﬂﬁhkﬁt&;‘%”'“' Cifra de afaceri 2015 (mil. lei)
Kaufland Roménia S.C.S. 18 9,174
Auchan Roménia S.A. 18 4,444
Carrefour Roménia SA. 17 5,150
Megalmage SR.L. 16 3,563
Lidl Discount S.R.L. 14 4,724
Profi Rom Food SR.L. 12 2,548
Roménia Hyper marche SA. (Cora) 12 1,723
SelgrosCash& Carry SR.L. 11 2,935
Metro Cash& Carry Roménia SR.L. 9 4,494
Rewe(Roménia) SR.L. (Penny Market) 7 2,656

Sursa: Realizat de autori

Anadliza datelor s-a realizat cu gutorul softului informatic Excel, modulul Data
Anaysis. S-afolosit metoda corelatiei statistice pentru a analiza legatura care exista intre
cifra de afaceri a retailerilor evaluati si performanta activitatii lor de marketing sustenabil,
apreciata sub forma Indicelui Marketingului Sustenabil. Rezultatele din tabelul nr. 5
evidentiaza existenta unei corelatii pozitive moderate ntre variabilele analizate. Prin
urmare, cifra de afaceri realizata de un retailer si, implicit, nivelul sau de dezvoltare
economica, reprezintd unul dintre factorii importanti de sustinere a orientarii si activitatii
sale de marketing sustenabil.

Tabel nr. 5 Coeficientul corelatiei statistice intre Indicele Marketingului
Sustenabil si Cifra de Afaceri a primilor zece retaileri din Romania

Cifrade
IMS afaceri
IMS 1
Cifra de
afaceri 0.60297 1

Sursa: Realizat de autori

llustrarea rezultatelor este foarte importantd atunci cand se aplica analiza
continutului, deoarece construirea diagramelor schematice va ajuta cercetdtorul sa
Tnteleaga relatiile dintre elemente si directia de influenta si va facilita difuzarea ideilor
catre altii (Adams si colab., 2007 , P. 164).
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Astfel, am reprezentat grafic rezultatele corelatiei statistice sub forma unei
diagrame, pornind de la valorile cifrei de afaceri si ale Indicelui Marketingului Sustenabil
inregistrate de fiecare retailer. Am putut identifica, astfel, trei grupuri strategice pe piata
romaneasca de retail, din perspectiva performantelor activitatii de marketing sustenabil
(Figuranr. 2):
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Figura nr. 2 Grupuri strategice, dupa orientarea de marketing sustenabil, pe
piata romaneasca de retail
Sursa: Realizat de autori

% Grupul promotorilor in domeniul marketingului sustenabil include doar Kaufland
Romania, care realizeaza o paleta diversificata de activitati de marketing sustenabil,
dovedind creativitate si continuitate Tn aceste initiative.

s Grupul responsabililor Tn domeniul marketingului sustenabil include: Auchan
Romania S.A., Carrefour Romania S.A., Mega Image S.R.L. si Profi Rom Food S.R.L.
Acesti retaileri, desi Tnregistreaza cifre de afaceri situate Tn apropierea mediei pietei,
sunt aproape la fel de active in domeniul marketingului sustenabil ca cele mal
performante firme din domeniu.

% Grupul precautilor include: Lidl Discount S.R.L., Romania Hypermarche S.A.
(Cora), Selgros Cash&Carry S.R.L., Metro Cash&Carry Roménia S.R.L., Rewe
(Roménia) S.R.L. (Penny Market). Acesti retaileri nregistreaza cifre de afaceri si
performante in domeniul marketingului sustenabil sub media pietei, realizand doar
activitati de marketing sustenabil validate deja de piata ca fiind agreate si cerute de
consumatori.

7. Concluzii
comerciae. Ele sunt dga influentate de diversi factori interesati pentru a adopta
sustenabilitatea Tn strategia de marketing (Camino, 2007). Tn plus, aceasta va deveni o
obliggie morala in viitor.
Prin urmare, marketingul trebuie sa-si adapteze cadrul traditional de referinta pentru a
integra sustenabilitatea Tn strategia de marketing. Ei trebuie nu numai sa aduca
sustenabilitatea Tn produse si servicii, ci si Tn mixul de marketing. In plus, trebuie sa-si
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reconsidere strategiile de marketing pentru a putea acoperi aspecte mai largi si pentru a
reduce impactul socia si de mediu (Charter si colab., 2006). Companiile moderne pot spori
increderea consumatorilor si pot incuraja entuziasmul pentru produsele ecologice printr-o
comunicare clara si completd despre ce inseamna pentru companie sa fii "verde"
(Zauskovaa, si colab., 2015, p. 671). Este o abordare profitabila atat pentru companie, cat
si pentru clienti. Prin urmare, companiile trebuie sa rezolve problemele si provocarile
legate de adoptarea proactiva a criteriilor de sustenabilitate Tn marketing (Kumara, si colab,
2012, p. 489).

Prin urmare, noua era a strategiei de marketing a inceput deja cu integrarea
problemelor legate de sustenabilitate. Este timpul pentru companii s& integreze
sustenabilitatea Tn strategia lor de marketing pentru a Tnvinge concurenta intensa pe piata
(Kumara, si colab., 2012, p. 489).
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1. Introduction

The term of corporate governance has attracted attention over the past 20 years as a
global issue primarily affecting emerging economies (Zhao, 2016).

In the common language, it was introduced in the mid-1970’s in the United States
during the Watergate scandal and the discovery of the political involvement of American
companies through contributions granted to various political parties (Buzatu, 2004). The
concept of corporate governance concept has received new valences as aresult of financial
events that have affected finance and the world economy (Firescu, 2013). Corporate
governance addresses at different levels the relationships that are set among various
interest groups that are found within companies, trying to satisfy various sometimes even
antagonistic interests.

At the conceptual level, corporate governance is a combination of laws, regulations,
and codes of conduct adopted voluntarily that provide a company with the opportunity to
attract the financial and human capital needed for its work and the ability to operate
effectively, so that to ensure its existence by generating long-term vaue for its
shareholders and company as awhole (Corporate Governance Manual).

Corporate governance approaches either a set of relationships and responsibilities
among the company people involved and external stakeholders, setting appropriate rules,
policies and procedures for governance, management and control of business, (Spatacean
and Ghiorghita, 2012), or the relationship with shareholders — “the assembly of a
company’s relationships with its shareholders, or in a broader way with the society as a
whole” (Financial Times, 1997), or it refers to ”promoting fairness, transparency and
responsibilities” in a company (J. Wolfensohn, President of the World Bank quoted by the
Financial Timeson 21 June 1999).

IFC believes that the term of corporate governance defines a set of rules governing
the relationship among management, shareholders and other stakeholders (consumers,
creditors, employees, the general public, clients and suppliers), and corporate governance
principles aim at ensuring that managers act in the interest of shareholders (IFC, 2005).

The Organization for Economic Co-operation and Development (OECD), one of the
pioneers in the development of corporate governance standards, defines the concept such
as.

a series of relationships among the management of a company, the board of
directors, its shareholders and other interest groups in the company;

the structure by which the objectives of a company are laid down and the means
for achieving such objectives and for monitoring performance;
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the system of incentives awarded to the Board of Directors and the management to
increase objectives that are in the interest of the company and shareholders and to
facilitate monitoring, thus encouraging companies to use their resources as efficiently as
possible.

The first corporate governance code was created by Sir Adrian Cadbury who led
the Board of Directors of the same company for 14 years, being a document underpinning
the Corporate Governance Code of the London Stock Exchange

Since 1999, a number of other corporate governance codes have emerged, issued
both by companies and by institutions of the capital market. The process of defining
corporate governance standards has culminated in the involvement of international
financial institutions and bodies, such as the World Bank and the OECD, in laying down a
series of corporate governance principles that are universally recognized throughout the
world.

Adopted in 1999, the OECD Principles on Corporate Governance have become
the benchmark for the reform of corporate governance, targeting:

ensuring the framework for the protection of shareholders’ rights as
prescribed by law and verifying compliance with the rights;

creating a framework to ensure the fair treatment of all shareholders,
including minority or foreigners. All shareholders must be able to obtain effective
compensation for violation of their rights (transparency/co-operation within
Corporate Governance);

creating a framework that recognizes the rights of other interest groups as
regulated by law, and encourages active cooperation between companies and
interest groups in order to create wealth, jobs and support for financialy
consolidated companies;

creating a framework to ensure the transparency, timeliness and accuracy
of all materials and documents concerning a company’s situation, including the
financial status, performance, patrimony and management of a company;

implementing a framework for Corporate Governance to ensure strategic
direction of a company, effective management monitoring by the Board of
Directors and the Board’s responsibilities towards the company and shareholders.

2. Brief Review of Specialized Literature

The importance of corporate governance is highlighted by studies and research on
the model of corporate governance and the impact of the implementation of corporate
governance principles on the micro- and macro-economic environment.

Hung (1998) identifies various theories about the role of corporate governance,
theories that demonstrate the development of a particular segment of the financial market
and which can be adopted in relation to stakeholders’ interests, namely to emphasize the
relationship with stakeholders, the role and composition of management.

Corporate governance is a multi-level approach in the system of corporate-interest
groups. They have their origins, on the one hand, in corporate mechanisms and
bankruptcy laws in each country, and on the other, in the mechanisms of judicia sanction
which lay down the basic rules of internal relationships among various participants in a
corporation.

Research in this field highlight three models which corporate governance is based
on (Ungureanu, 2013): the Anglo-Saxon model, the Continental model and the Japanese
model.

The Anglo-Saxon model, which attaches greater importance to shareholders, is a
model based on three elements. shareholders, management and board of directors. (Meier
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and Meier, 2013). It is a system based on external control defined by capital markets that
are very active and highly developed, that influence through mergers and acquisitions on
listed companies, their control and the security trading (outsider-based system).
(Cosneanu, et al., 2013).

The continental model is characterized by alarge concentration of capital, namely
shareholders pursue the same interests as the organization does and ensure both
governance and control. Companies include the executive management that provides
leadership, and the supervisory board that monitors the management’s decisions. The
structure provides a monitoring and control system for management.

The Japanese model highlights the holding type of management where
management manifests its responsibility both in relation to shareholders and to keiretsu
(network of loyal suppliers and clients). The Japanese corporate governance system is
multilateral, centered around a bank and a financia/industrial network or keiretsu
(EWMI/PFS Program/Lectures on Corporate Governance - December 2005) and is
generated by major involvement of the banking system, through high holdings of the
company’s capital.

Rafael La Porta (La Porta, et a., 1999) shows that investor protection can be a
solution for understanding what corporate governance means, and the benefits can be
regarded as more important for stock listed companies. (Spatacean and Ghiorghita, 2012).
Additionally, specialized literature shows that, by corporate governance, a structure is
built that allows a greater degree of freedom in accordance with international transparency
legislation and standards (Cretu and Cretu, 2011).

There are authors who believe that, by corporate governance, a company’s
management framework is ensured so as to secure the interests of
stakeholders/shareholders (Lekvall, 2014). Corporate governance is concerned not only
with the organization and management of an economic entity, but also pursues to ensure
the efficiency of management systems defined either by the Board of Directors or by the
Mangers.

The review of specialized literature allowed one to note that there are studies that
do not involve the analysis of the players involved in the corporate governance process
but other qualitative variables, such as independence (Stefanescu, 2013), and it is believed
that independence is an important feature of the corporate governance system that can
lead to the reduction of conflicts of interests among all the people involved.

One notes an increased interest in corporate governance at the level of the
European Union, too, which considers that a key element for building citizens trust in the
single market is corporate governance along with social responsibility, as well-led and
sustainable enterprises are best placed to help achieve the ambitious growth targets set by
the “2020 Agenda” (EC, 2011). As far as the mechanisms for implementing corporate
governance principles are concerned, there is research that shows that the vast majority of
Latin countries use the “apply or explain” principle (CILEA, 2013). This approach
implies that an enterprise that decides to deviate from a corporate governance code needs
to specify which parts of the corporate governance code it has deviated from and explain
the reasons for that deviation. Furthermore, a European Union level, the European
Commission has decided to harmonize the mechanisms for the application of corporate
governance codes via the “apply or explain” declaration (Apostol, 2015). Thus, Article 20
of Directive 2013/34/EU states that enterprises namely public interest entities must have a
corporate governance declaration that will include at least the following information: the
corporate governance code applicable to the entity, the corporate governance code that an
enterprise has decided to apply voluntarily, all relevant information on corporate
governance practices applied in addition to the requirements of domestic law.
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3. Corporate Governancein Romania

Corporate governance came to the attention of Romanian specialists in 2001 when
the project “Corporate Governance - a Basic Instrument for the Governance of Romanian
Enterprises” was created through the Steering Committee and the Task Force.

The analysis of national legidlation has highlighted the existence of a corporate
governance regulation for public institutions, credit institutions, financial institutions and
financia investment services companies, investment management companies, insurance
companies.

The first corporate governance code devel oped by the BSE was revised in 2008 and
then in 2016. It lays down a series of principles and recommendations to be followed by
trading companies whose shares are traded on the regulated market in order to increase
investor confidence in listed companies, which will generate market development as well
as long-term success of a company.

The basic principles defining the code envisage (the Corporate Governance Code of
BSE):

Clearly defining the role and the structure of the Board of Directors (in the
case of the unitary system) and of the Supervisory Board/Management (in the case of the
dual system) in a company’s articles of incorporation, setting the way of choosing the new
members of the Council, properly and clearly deciding the responsibilities of the Council
members and of the executive management members, the independence of the non-
executive members of the Council/Supervisory Board,

The existence of an effective system of risk management and internal control
by setting up an audit committee where at least one member is an independent non-
executive director, a committee that will organize the internal audit work in order to
independently and periodically evaluate the safety and effectiveness of the system of risk
management and internal control and corporate governance practices;

Defining a transparent remuneration policy that ensures at the same time
attracting, retaining and motivating the members of the Council and of the management.
The code requires companies to make their remuneration policy public on their websites.

Publishing al information regarding company activity, both in Romanian and
English, so that all categories of investors should have access to the same kind of
information.

Defining the way of organization is ensured, in the case of joint stock companies,
by the dual system or the unitary system. The unitary system implies that a company is
managed by one or more directors appointed by the ordinary general shareholders’
meeting. The number of director is aways odd, and when there are several directors, they
make up aboard of directors.

Law 31/1990 provides that the dua system considers the management of a
company by a directorate and a supervisory board. The directorate consists of an odd
number of members appointed by the supervisory board and representing the company in
relation to third parties and in court. The Supervisory Board, whose members are
appointed by the general shareholders’ meeting, exercises permanent control over the
management of the company viathe directorate.

In Romania, the financial market is supervised by the Financial Supervisory
Authority which in 2016 adopted a regulation aimed at applying the corporate governance
principles by entities authorized, regulated and supervised by the FSA, namely: financial
investment services companies; investment management companies; collective investment
bodies dternative investment funds (AIF) constituted by articles of incorporation;
aternative investment fund managers (AIFM); central depositories, clearing houses/
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central counterparties; market/system operators; insurance and/or reinsurance companies,
administrators of private pension funds and administrators of voluntary pension funds.

Article 4 Paragraph 2 of the Regulation defines the requirements to be met by the
corporate governance system applied by those entities:

a) ensuring atransparent and adequate organizational structure;

b) adequate allocation and proper separation of responsibilities;

C) proper management of risks/risk management;

d) adequacy of policies and strategies as well as of internal control mechanisms;

€) ensuring an efficient communication and information transmission system;

f) applying sound operational procedures to prevent the disclosure of confidential
information.

Thus, Law 111/2016 defines corporate governance of public enterprises as a set of
rules governing the system of administration and control within a public enterprise, the
relationships among the public governing body and public enterprise bodies, the board of
directors or the supervisory board, managers or directorate, shareholders and other
interested parties (Article 2, Paragraph 1).

In a study issued by the Ministry of Economy, Trade and Business Relations in
March 2016, it is shown that there are public enterprises, namely 33% of a sample of 111,
which did not implement the provisions of Government Emergency Ordinance 2019 and/or
the corporate governance principles before 2016.

The legidation considers that the category of public enterprises may include
autonomous administrations set up by the State or by an administrative-territorial unit;
national companies, companies where the State or an administrative-territorial unit is sole
shareholder, mgjority or controlling shareholder; companies where one or severa public
enterprises hold a majority holding or a controlling holding (Law 111/2016 Article 2
Paragraph 2). The attempt to include corporate governance principles is manifested by
regulations that aim at: the governance system of public enterprises. Thus, for autonomous
administrations, the unitary administration system defined by Law 31/1990 applies, by
which the management of an administration is provided by a board of directors of 3-7
members, which appoints the managers. In the case of public companies, there are the
administration rules according to the unitary or dual system of administration, governed by
Law no. 31/1990, reissued, as subsequently amended and supplemented.

As far as the importance of corporate governance principles in Romania is
concerned, there are studies analyzing this issue. Thus, Feleaga (Feleagd, et al., 2011, p.14)
shows, through the study he conducted in 2010 on 15 companies listed on the Bucharest
Stock Exchange, that most of the companies in the sample do not meet the
recommendations of the governance code regarding the independence of directors and
members of the audit committee. In addition, for most of the companies analyzed, their
degree of transparency isincomparably lower than that of other European companies.

Regarding the way corporate governance is perceived in Romania, it is appreciated
that effective governance provides enough to increase financial transparency, but also the
level of financial accountability, thus reducing the risk of fraud. The importance of
corporate governance will increase as companies want to remain competitive in an ever-
changing market, and an effective corporate governance system could be a good asset for
attracting both financial and human capital (Albu, et al., 2013).

Currently, several countries have adopted regulations to implement corporate
governance principles due to the critical situation of the local capital market.

Studies have shown that in the case of economies where there is little or no
protection of minority shareholders, the capital market has grown less, and companies have
a high degree of indebtedness which makes them vulnerable to the capital market.
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4. Conclusions

This paper is aimed at highlighting what corporate governance is and what the
regulatory system used in Romania is. Thus, one notes that in the case of entities
operating on the financial market both A.S.F and B.V.B have defined the principles of
corporate governance which has generated a positive reaction, in the sense that the listed
companies have defined specific regulations. One also notes that the European Union
attaches great importance to this issue and has regulated both the entities that have to
define and apply specific principles, but also the elements to be pursued.

Applying certain corporate governance principles can be a solution to attract high
caliber investors, with positive effects both a micro-economic level, by raising
employment levels, increasing salary levels, improving quality of life, and aso at macro-
economic level through strong influences on the main economic indicators.
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Rezumat: Provocarea majora pentru companii, in perioada actuald, este implementarea celor mai
potrivite solutii care sa genereze o functionare eficienta si, astfel, succes. O solutie Tn acest sens poate fi
consideratd si aplicarea principiilor conducerii corporative. Scopul comunicarii este de a evidentia
principalele abordari ale conducerii corporativa, principiile definitorii, dar si implicatiile aplicarii acestora
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profil.
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1. Introducere

Termenul de conducere corporativa a atras atentia in ultimii 20 de ani ca o
problema globala ce afecteaza, in primul rand economiile emergente (Zhao, 2016).

Tn limbajul comun, acesta a fost introdus in mijlocul anilor *70, In Statele Unite ale
Americii, in timpul scandalului Watergate si a descoperirii implicarii companiilor
americane Tn politica, prin contributii acordate diferitelor partide politice (Buzatu, 2004).
Conceptul de conducere corporativd a primit noi valente ca urmare a evenimentelor
financiare ce au afectat finantele si economia mondiala (Firescu, 2013). Conducerea
corporativa abordeaza, pe diferite niveluri, relatiile care se stabilesc ntre diferitele grupuri
de interese ce se regasesc la nivelul companiilor, incercand sa satisfaca interesele diverse,
uneori chiar antagonice.

La nivel conceptual, conducerea corporativa reprezintda o combinatie de legi,
regulamente si coduri de conduita adoptate in mod voluntar care asigura companiei
posibilitatea de a atrage capitalul financiar si uman necesar activitatii sale si posibilitatea
de asi desfasura activitatea n mod eficient, astfel Tncét sa-si asigure existenta, prin
generarea pe termen lung de valoare pentru actionarii sai si societate, Tn ansamblu
(Manual de Conducere Corporativa).
persoanele implicate din cadrul companiilor si detinatorii externi de interese, stabilind
reguli, politici si procedee adecvate de conducere, administrare si control al afacerilor,
(Spatacean si Ghiorghitd, 2012), fie relatia cu actionarii - ,,ansamblul relatiilor unei
companii cu actionarii sai sau, mai larg, cu societatea, pe ansamblu” (Financial Times
1997), fie se referd la ,,promovarea corectitudinii, transparentei si responsabilitatilor la
nivel de companie” (J. Wolfensohn, Presedintele Bancii Mondiale citat de Financial
Timesn 21 iunie 1999).

IFC apreciaza ca termenul de conducere corporativa defineste un set de reguli ce
guverneaza relatia dintre management, actionariat si alti stakeholderi (consumatori,
creditori, angajati, publicul in general, clienti si furnizori), iar principiile de conducere
corporativa urmaresc sa se asigure ca managerii actioneaza in interesul actionarilor (IFC,
2005) .

Organizatia pentru Cooperare si Dezvoltare Economicd (OECD), unul din pionierii
dezvoltarii politicii de standarde privind conducerea corporativa, defineste conceptul ca:

un set de relatii intre managementul societatii, consiliul de administratie,
actionarii sai si alte grupuri de interese in societate;

structura prin care se stabilesc obiectivele societatii si mijloacele pentru
realizarea acestor obiective si pentru monitorizarea performantelor;
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sistemul de stimulente acordate Consiliului de Administratie si conducerii
pentru a mari obiectivele care sunt in interesul societatii si al actionarilor si pentru a facilita
monitorizarea, Tncurgjand, Tn acest fel, firmele sa-si utilizeze resursele ntr-un mod cé mai
eficient.

Primul cod de conducere corporativa a fost creat de Sir Adrian Cadbury, care a
condus timp de 14 ani Consiliul de Administratie al aceleiasi societati, document ce a stat
la baza Codului de Conducere Corporativa al Bursei de Valori din Londra.

Tncepand cu anul 1999, au apdrut o serie de alte coduri de conducere corporativa
realizate atat de companii, cat si de institutii ale pietei de capital. Procesul de definire a
normelor de conducere corporativa a culminat cu implicarea institutiilor si organismelor
financiare internationale, ca de exemplu Banca Mondialda si OECD, in realizarea unor
seturi de principii ale conducerii corporative care sa fie unanim recunoscute in lume.

Adoptate in anul 1999, Principiile OECD privind Conducerea Corporativa au
devenit documentul de referinta pentru reforma conducerii corporative, vizand:

asigurarea cadrului pentru protectia drepturilor actionarilor, asa cum sunt
ele prevazute prin lege si sa verifice respectarea lor;

crearea unui cadru care sa asigure tratamentul echitabil al tuturor
actionarilor, inclusiv al celor minoritari sau straini. Toti actionarii trebuie sa aiba
posibilitatea de a obtine compensarea efectiva pentru violarea drepturilor lor
(transparenta/cooperarea in cadrul Guvernantei Corporative);

crearea unui cadru care sa recunoasca drepturile altor grupuri de interese,
asa cum sunt reglementate prin lege si sa incurajeze cooperarea activa dintre societati si
grupurile de interese pentru a crea bogatie, locuri de munca si suportul firmelor
consolidate financiar;

realizarea unui cadru care sa asigure transparenta, oportunitatea i
acuratetea tuturor materialelor si documentelor ce privesc situatia societatii, inclusiv
situatia financiard, performantele, patrimoniul si conducerea societatii;

implementarea unui cadru pentru Guvernanta Corporativa care sa asigure
orientarea strategica a societaii, monitorizarea efectiva a managementului de cétre Bordul
de conducere si raspunderile Bordului fata de societate si de actionari.

2. Scurta reviziune a literaturii de specialitate

Importanta conducerii corporative este evidentiata de studiile si cercetérile cu
privire la modelul conducerii corporative si a impactului implementarii principiilor de
conducere corporativa asupra mediului micro si macroeconomic.

Hung (1998) identifica diferite teorii cu privire la rolul conducerii corporative,
teorii ce demonstreaza dezvoltarea unui anumit segment al pietei financiare si care pot fi
adoptate n raport de interesele partilor implicate, respectiv pentru a evidentia relatia cu
stakeholderii, rolul si componenta conducerii manageriale.

Conducerea corporativa este o0 abordare pe mai multe niveluri in sistemul de relatie
dintre grupurile de interese din cadrul corporatiilor. Acestea isi au originile, pe de o parte,
in mecanismele corporatiei si legile falimentului din fiecare tara si, pe de altd parte, in
mecanismele de sanctionare judiciara, care stabilesc regulile de baza ale relatiilor interne
dintre diversi participanti intr-o corporatie.

Cercetarile in domeniu evidentiaza trei modele pe care se bazeaza conducerea
corporativa (Ungureanu, 2013): modelul anglo — saxon, modelul continental si modelul
japonez.

Modelul anglo- saxon, ce acorda o importanta sporitd actionarilor, este un model
bazat pe trei elemente: actionarii, managementul si consiliul de administratie (Meier si
Meier, 2013). Este un sistem care se bazeaza pe controlul din exterior, definit de pietele

72



ISSN 2537 — 4222 The Journal Contemporary Economy
ISSN-L 2537 — 4222 Revista Economia Contemporand

de capital care sunt foarte active si puternic dezvoltate, care influenteaza, prin intermediul
fuziunilor si achizitiilor asupra companiilor listate la bursa, controlul acestora si
tranzactionarea titlurilor de valoare (outsider-based system) (Cosneanu, et al., 2013).

Modelul continental se caracterizeaza printr-o concentrare mare a capitalului,
respectiv actionarii urmaresc aceleasi interese ca Si organizatia si asigura atat conducerea
cat si controlul. Tn cadrul companiilor se regasesc conducerea executivd, care asigura
administrarea, si consiliul de supraveghere care supravegheaza deciziile adoptate de
management. Structura asigura un sistem de monitorizre si control de gestiune.

Modelul japonez evidentiaza conducerea de tip holding, in care managementul Tsi
manifesta responsabilitatea atat in relatie cu actionarii, cat si cu keiretsu (retea de furnizori
si clienti loiali). Sistemul japonez de conducere corporativa este multilateral, centrat in
jurul unei banci si a unei retele financiare/industriale sau keiretsu (EWMI/PFS Program /
Lectures on Corporate Governance - Three Models of Corporate Governance —December
2005) si este generat de implicarea majora a sistemului bancar, prin detineri ridicate din
capitalul companiei.

Rafael La Porta (La Porta, et al., 1999) aratd ca protectia investitorilor poate fi o
solutie de ntelegere a ceea ce presupune conducerea corporativa, beneficiile putand fi
apreciate ca fiind mai importante pentru societatile cotate pe piata bursiera (Spatacean si
Ghiorghita, 2012). De asemenea, literatura de specialitate arata ca, prin conducerea
corporativd, se construieste o structura care permite un grad mai mare de libertate, n
conformitate cu legislatia si standardele internationale de transparenta (Cretu si Cretu,
2011).

Exista autori care apreciaza ca, prin conducerea corporativa, se asigura cadrul de
conducere a unei companii, astfel 1ncadt sa fie asigurate interesele
detinatorilor/actionarilor (Lekvall, 2014). Conducerea corporativa are in vedere nu doar
organizarea si conducerea unei entitdti economice, ci urmareste si asigurarea eficientei
sistemelor de management, definite fie de Consiliul deAdministratie, fie de Directori.

Revizuirea literaturii de specialitate ne-a permis sa remarcam ca sunt studii care nu
urmaresc analiza actorilor implicati in procesul de conducerea corporativa, ci alte
variabile calitative, de exemplu independenta (Stefanescu, 2013) si apreciaza ca
independenta este o trasatura importanta a sistemului de guvernanta corporativa care poate
genera reducerea conflictelor de interese intre toate persoanel e implicate.

Remarcam un interes crescut pentru ceea ce este conducerea corporativa si la
nivelul Uniunii Europnene care, apreciaza cd un element cheie pentru construirea
increderii cetatenilor Tn piata unicd este guvernanta corporativa, alaturi de
responsabilitatea sociala, intrucat intreprinderile bine conduse si sustenabile sunt cel mai
bine plasate pentru a contribui la realizarea ambitioaselor obiective de crestere stabilite de
~Agenda 2020” (CE, 2011). In ceea ce priveste mecanismele de implementare a
principiilor de conducere corporativa, exista cercetari care aratd ca marea majoritate a
tarilor latine folosesc principiul ,,aplici sau explici” (CILEA, 2013). Aceasta abordare
presupune cd o Tintreprindere care decide sa se abata de la un cod de guvernantd
corporativa trebuie sa precizeze de la care parti ale codului de guvernanta corporativa s-a
abatut si sa explice motivele acestei abateri. De asemenea, la nivelul Uniunii Europene,
Comisia Europeana a decis armonizarea mecanismelor de aplicare a codurilor de
guvernantd corporativa prin intermediul declaratiei ,,aplici sau explici” (Apostol, 2015).
Astfel, Directiva 2013/34/UE stabileste, la art. 20, ca intreprinderile, respectiv entitatile de
interes public, trebuie s& aiba o declaratie de guvernanta corporativa care va contine cel
putin urmatoarele informatii: codul de guvernantd corporativa care se aplica entitatii,
codul de guvernanta corporativd pe care intreprinderea a decis sa 1l aplice in mod
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voluntar, toate informatiile relevante cu privire la practicile de guvernanta corporativa
aplicate in plus fata de cerintele dreptului intern.

3. Conducerea corporativa in Romania

Conducerea corporativa a ajuns in atentia specialistilor romani in anul 2001, cand a
fost creat proiectul ,,Conducerea Corporativa — un instrument de baza pentru conducerea
intreprinderilor romanesti”” prin intrunirea Consiliului de Conducere (Steering Committe)
si a Grupului National de Actiune (Task Force).

Analiza legislatiei nationale a evidentiat existenta unei reglementari specifice
guvernantei corporative pentru institutiile publice, pentru institutiile de credit, institutiile
financiare si societatile de servicii de investitii financiare, societatile de administrare a
investitiilor, societatile de asigurare.

Primul cod de conducere corporativa dezvoltat de BVB este revizuit in anul 2008
si, a@poi, in 2016. Acesta instituie o serie de principii si recomandari ce trebuie respectate de
societatile comerciale ale caror actiuni sunt tranzactionate pe piata reglementata pentru
cresterea increderii investitorilor in societatile listate, ceea ce va genera dezvoltarea pietei,
dar si succesul pe termen lung al companiei.

Principiile de baza care definesc codul au in vedere (Codul de guvernantd
corporativa al BVB):

Definirea clara a rolului, structurii Consiliului de administratie (in cazul
sistemului unitar) si a Consiliului de Supraveghere/Directorat (in cazul sistemului dualist)
in actul constitutiv al societatii, stabilirea modalitatii de alegere a noilor membri ai
Consiliului, repartizarea corecta si clara a responsabilitatilor intre membri Consiliului si cei
ai conducerii executive, independenta membrilor neexecutivi ai Consiliului/ Consiliului de
Supraveghere;

Existenta unui sistem de gestiune a riscului si de control intern eficient, prin
infiintarea unui comitet de audit in care cel putin un membru este administrator neexecutiv
independent, comitet care va organiza activitatea de audituri interne pentru a evalua
independent si periodic siguranta si eficienta sistemului de gestiune a riscului si control
intern si practicile de guvernanta corporativa;

Definirea unei politici de remunerare transparenta care sa asigure, in acelasi
timp, atragerea, retinerea si motivarea membrilor Consiliului si ai conducerii. Codul
prevede obligatia companiilor de a face publica politica de remunerare prin intermediul
paginii de internet.

Publicarea tuturor informatiilor ce vizeaza activitatea companiei, atat in limba
romana, cat si engleza, astfel incat toate categoriile de investitori sa aiba acces la acelasi
gen de informatii.

Definirea modului de organizare este asigurata, Tn cazul societatilor comerciale pe
actiuni, de sistemul dualist sau sistemul unitar. Sistemul unitar presupune ca societatea este
administratd de unul sau mai multi administratori, desemnati de adunarea generala ordinara
a actionarilor. Numarul admnistratorilor este intodeauna impar, iar cand sunt mai multi
administratori, ei constituie un consiliu de administratie.

Legea 31/1990 prevede ca sistemul dualist are in vedere administrarea societatii de
catre un directorat si de un consiliu de supraveghere. Directoratul este format dintr-un
numar impar de membri, desemnati de consiliul de supraveghere si reprezinta societatea in
raport cu tertii si Tn justitie. Consiliul de supraveghere, ai caror membri sunt numiti de
adunarea generala a actionarilor, exercita controlul permanent asupra conducerii societatii
de catre directorat.

Tn Romania, piata financiard este supravegheatd de Autoritatea de Supraveghere
Financiara care a adoptat, inh anul 2016, un regulament ce vizeaza aplicarea principiilor de
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guvernanta corporativa de catre entita{i autorizate, reglementate si supravegheate de ASF,
respectiv: societatile de servicii de investitii financiare; societdtile de administrare a
investitiilor; organisme de plasament colectiv/fonduri de investitii alternative (FIA),
constituite prin act constitutiv; administratori de fonduri de investitii alternative (AFIA);
depozitari centrali; case de compensare/contraparti centrale; operatori de piata/sistem;
societati de asigurare si/sau reasigurare; administratori ai fondurilor de pensii administrate
private si administratori ai fondurilor de pensii facultative.

Art. 4, din. 2 al regulamentului defineste cerintele ce trebuie Tndeplinite de sistemul
de conducere corporativa aplicat de aceste entitati:

a) asigurarea unei structuri organizatorice transparente si adecvate;

b) alocarea adecvata si separarea corespunzatoare a responsabilitatilor;

c) administrarea corespunzatoare a riscurilor/managementul riscurilor;

d) adecvarea politicilor si strategiilor, precum si a mecanismelor de control intern;

e) asigurarea unui sistem eficient de comunicare si de transmitere a informatiilor;

f) aplicarea unor proceduri operationale solide, care sa Tmpiedice divulgarea
informatiilor confidentiale.

Astfel, Legea nr. 111/2016 defineste guvernanta corporativa a intreprinderilor
publice ca fiind un ansamblu de reguli care guverneaza sistemul de administrare si control
in cadrul unei Tntreprinderi publice, raporturile dintre autoritatea publica tutelara si
organele intreprinderii publice, dintre consiliul de administratie sau de supraveghere,
directori sau directorat, actionari si alte persoane interesate (art. 2, alin. 1).

Tntr-un studiu publicat de Ministerul Economiei, Comertului si Relatiilor cu Mediul
de Afaceri Tn martie 2016 se arata ca exista intreprinderi publice, respectiv 33% dintr-un
esantion de 111, care nu au implementat prevederile OUG 2019 si principiile de
guvernanata corporativa inainte de 2016.

Legislatia apreciaza cd, Tn categoria intreprinderilor publice, se pot include regii
autonome Tinfiintate de stat sau de o unitate administrativ-teritoriald; companii si societati
nationale, societati la care statul sau o unitate administrativ-teritoriala este actionar unic,
majoritar sau la care detine controlul; societati la care una sau mai multe intreprinderi
publice detin o participatie majoritara sau o participatie care le asigura controlul (Legea nr.
111/2016, art. 2, alin. 2). Incercarea de includere a unor principii de conducere corporativa
se manifesta prin reglementarile care vizeaza sistemul de conducere a ntreprinderilor
publice. Astfel, pentru regiile autonome se aplica sistemul unitar de administrare definit si
de Legea nr. 31/1990, prin care administrarea regiei este asiguratd de un consiliu de
administratie format din 3-7 membri, care numeste directorii. Tn cazul intreprinderilor
publice — societati se aplica regulile de administrare potrivit sistemului unitar sau dualist de
administrare, reglementate de Legea nr. 31/1990, republicata, cu modificarile si
completarile ulterioare.

Tn ceea ce priveste nivelul de importantd acordat principiilor de guvernanti
corporativa, in Romania exista studii care analizeaza acest aspect. Astfel, Feleaga
(Feleaga, et al., 2011, p.14) aratd, prin studiul efectuat in 2010, asupra a 15 societéti listate
la Bursa de Valori Bucuresti, ca majoritatea societatilor din esantion nu Tndeplinesc
recomandarile codului de guvernanta in ceea ce priveste independenta administratorilor si
a membrilor comitetului de audit. Tn plus, pentru majoritatea societatilor analizate, gradul
lor de transparenta este incomparabil mai mic decét cel al altor societati europene.

Tn ceea ce priveste modul de percepere a conducerii corporative Tn Roméania se
apreciaza ca o guvernanta eficientd asigurd destul de mult cresterea transparentei
financiare, dar si nivelul de raspundere financiara, diminuand riscul fraudelor. Importanta
guvernantei corporative va creste in conditiile Tn care companiile vor s& ramana
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competitive pe o piata mereu in schimbare, iar un sistem de guvernanta corporativa eficient
ar putea fi un atuu pentru atragerea de capital financiar, dar si uman. (Albu, et a., 2013).

In prezent, o serie de tari au adoptat reglementari prin care si puna in practicd
principiile de conducere corporativa datorita situatiei critice in care se afld piata locala de
capital.

Studiile au demonstrat ca, in cazul economiilor in care nu existd o protectie a
actionarilor minoritari sau aceasta este mica, piata de capital s-a dezvoltat mai putin, iar
firmele au un grad Tnalt de indatorare, ceea ce le face vulnerabile pe piata de capital.

4. Concluzii

Lucrarea si-a propus sa evidentieze ce este conducerea coporporativa si care este
sistemul de reglementare utilizat Tn Romania. Remarcam, astfel, cd, in cazul entitatilor ce
activeaza pe piata financiara, atat A.S.F., cat si B.V.B au definit principiile de conducere
corporativa, ceea ce a generat o reactie pozitiva, in sensul in care companiile listate au
definit reglementari specifice. Remarcam, in egala masura, ca Uniunea Europeana acorda
0 importanta sporitd acestui subiect si a reglementat atat entitdtile care trebuie sa
defineasca si sa aplice principii specifice, cat si elementele pe care trebuie sa le
urmareasca.

Aplicarea unor principii de conducere corporativa poate fi o solutie pentru
atragerea investitorilor de calibru, cu efecte pozitive atét la nivel microeconomic, prin
cresterea nivelului de ocupare a personalului, cresterea nivelului de salarizare,
imbunatatirea calitatii vietii, dar si la nivel macroeconomic prin influente puternice asupra
principaliilor indicatori economici.
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International Financial Reporting Standard (IFRS) 16 Leases, this being the final step in accomplishing the
goal of bringing most leases on-balance sheet for lessees. Whereas, under the provisions of International
Accounting Standard (1AS) 17 Leases, a lessee had to make a distinction between a finance lease (on balance
sheet) and an operating lease (off balance sheet), the new accounting model requires the lessee to recognise
almost all lease contracts on the balance sheet (with optional exemptions for certain short-term leases and
leases of low-value assets). The aim of this paper is to discuss some of the major differences between IFRS
16 and IAS 17 and to point out the effects of the new accounting model on a company’s financial statements.

Key words: lease accounting, IFRS 16 Leases, IAS 17 Leases.

JEL Classification: M41.

1. Introduction

International Financial Reporting Standard (IFRS) 16 Leases is the new standard that
replaces International Accounting Standard (IAS) 17 Leases. IFRS 16 is effective from 1
January 2019 and it was issued as part of the IASB’s joint project with the Financial
Accounting Standards Board (FASB), the US national standard-setter. As a response to the
concerns regarding the lack of transparency of information about lease obligations, the
IASB and the FASB initiated a project to improve the accounting for |eases.

Both IASB and FASB agreed that a lessee obtains an asset and also a liability at the
beginning of a lease. Applying lease accounting requirements based on IAS 17, most
leasing transactions were not reported on a company’s balance sheet, and therefore these
assets and liabilities were not recognised on the balance sheet. According to IASB, listed
companies using IFRS or US GAAP disclosed almost US$3 trillion of off balance sheet
lease commitmentsin 2014 [1].

IFRS 16 was issued to address the criticism of IAS 17, concerning especially the fact
that many leases are off balance sheet, being difficult for users to get an accurate view of a
company’s lease assets and liabilities, and also to estimate the amount of off balance sheet
obligations.

That is why the absence of information about leases on the balance sheet meant that
investors and analysts did not have a complete picture of the financial position of a
company, and were unable to properly compare companies that borrow to buy assets with
those that |ease assets, without making adjustments.

2. Literaturereview

From 2016 until now, there have been published severa on-line guides for the
implementation of IFRS 16, some of which being mentioned below.

PricewaterhouseCoopers published in March 2016 a detailed guide for implementing
IFRS 16 (PricewaterhouseCoopers, 2016). In May 2016 Ernst & Young published an
overview of IFRS 16 that describes the key principles of the standard and the impact of its
adoption (Ernst & Y oung, 2016).

In June 2016, Deloitte published a guide that is intended to assist the preparers and
users of financial statements to understand the impact of IFRS 16 Leases (D€l oitte, 2016).

KPMG’s publication regarding transition options to IFRS 16 provides an overview of
the transition options and expedients and how they would affect a company’s financia
statements (KPMG, 2016).
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We aso note other implementation guides, published by BDO (BDO, 2016a) or
Grant Thornton (2016).

All these guides contain the requirements of IFRS 16, accompanied by
interpretations and examples to give clarity to those requirements, and pointers regarding
practical issuesthat are likely to arise.

In Romania, the aspects concerning the new leasing accounting treatment are
discussed in few articles. For example, Mutulescu A. (2016) reviewed the new
requirements of IFRS 16 and focused on the important issues regarding the accounting
model for the lessees and lessors. Sacarin, M. (2017) discussed the major differences
between IFRS 16 and IAS 17, providing an illustrative example that points out the effects
of applying IFRS 16 on a company’s financial statements.

3. Key differences between IFRS 16 and IAS 17

In this article the key differences between IFRS 16 and IAS 17 relating to leases are
examined. The article is focused on the following aspects. definition of a lease
classification of leases; initial and subsequent measurement (lessees); effects on the
financial statements (lessees).

3.1. Definition of alease

According to IFRS 16, a lease is a contract, or part of a contract, that conveys the
right to use an asset (the underlying asset) for a period of time in exchange for
consideration. This definition is more focused on who controls the right-of-use asset,
linking with IFRS 15 Revenue from Contracts with Customers. Non-lease components are
still excluded, but lease components need to be reported on.

The lessee accounting modd in IFRS 16 reflects the economics of alease because, a the
commencement date, alessee obtains the right to use an underlying asset for a period of time,
and the lessor has delivered that right by making the asset available for use by the lessee.

According to IAS 17, a lease is an agreement whereby the lessor conveys to the
lessee in return for a payment or series of payments the right to use an asset for an agreed
period of time. The definition is focused on whether lessee or lessor carries the risk and
reward. Both lease and non-lease components are accounted off balance sheet.

As a potential impact, we note that |essees are required to identify and separate non-
lease components (i.e., services components such as maintenance) to ensure only the
necessary ones are accounted for on balance sheet, therefore non-lease components may
receive an increased focus in negotiation phases and their separation from a lease is more
important. However, IFRS 16 does permit an accounting policy election (the practical
expedient), whereby lessees can recognise the lease and non-lease comment as a ‘single
lease component’ on the balance sheet. If lessees choose to utilise this election, this would
effect in increasing the lease obligations stated on balance sheet.

3.2. Classification of leases

Under IFRS 16, from a lessee’s perspective, once an arrangement meets the
definition of a lease, they are al recognised in the same manner, except for practical
exceptions for short-term leases and low-value leases. The distinction between operating
and finance leases remains in IFRS 16 only from the perspective of lessors.

According to IAS 17, leases are classified at the inception of a lease as a finance
lease or an operating lease, based on whether or not substantially all the risks and rewards
incidental to ownership are transferred. A finance lease is a lease that transfers
substantially all the risks and rewards incidental to ownership of an asset.
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According to IFRS 16, no distinction is made between finance and operating |eases
from the perspective of lessees. IFRS 16 provides an option to lessees with short-term
leases to account for them as operating leases, as they were accounted for under IAS 17
that is off balance sheet. Same option is provided also for |eases where the underlying asset
is of low-value. Short-term leases are those that as of the commencement date, have aterm
of 12 months or less, after considering reasonably certain lease options for extensions and
terminations. This election must be applied consistently by class of underlying asset.
Examples of low-value assets include tablets and personal computers, small items of office
furniture and telephones. This election can be applied on alease-by-lease basis.

3.3. Initial and subsequent measurement (lessees)

IAS 17 requires recognition of an asset and an assumption of an obligation (to pay
future lease payments) based on the lesser of either the present value of the minimum lease
payments or the fair value of the leased asset. Subsequent to initial recognition, the asset is
amortized over the period of expected use/useful life on a basis that is consistent with the
lessee’s depreciation policy for other similar assets. Lease payments are allocated between
afinance charge and areduction of the outstanding liability.

If practicable, an entity is required to use the interest rate implicit in the lease as the
discount rate in calculating the present value of the minimum lease payments. If not
practicable, the lessee’s incremental borrowing rate may be used.

Minimum lease payments, from the perspective of the lessee, are the payments over
the lease term that the lessee is or can be required to make, excluding contingent rent, costs
for services and taxes to be paid by and reimbursed to the lessor, along with any amounts
guaranteed by the lessee.

Under IFRS 16 finance leases do not exist from the perspective of lessees. All leases
(with limited exception) are recorded on balance sheet, similar to finance lease treatment
under IAS 17.

Lessees are required to initially recognise a lease liability for the obligation to make
lease payments and a right-of-use asset for the right to use the underlying asset for the
lease term. The lease liability is measured at the present value of the lease payments to be
made over the lease term (see below). The lease payments are discounted using the interest
rate implicit in the lease, unlessit is not readily determinable, in which case the lessee may
use the incremental rate of borrowing.

. Fixed payments for lease dements, less any lease incentives receivable over the lease term

+ Certain variable payments linked to an index/rate based on level of index/rate at
commencement

+ Residual value guarantee: amounts expected to be payable under residua vaue
guarantees

+ Purchase options/ Termination costs: exercise price of a purchase option if the lessee
is reasonably certain to exercise that option or termination penalties if lease term
reflects exercise of atermination option

- Payments made previously, as lease payments made to lessor at or before
commencement date

= Leaseliability

The right-of-use asset is initially measured at the amount of the lease liability,
adjusted for lease prepayments, lease incentives received, the lessee’s initial direct costs
(e.g., commissions) and an estimate of restoration, removal and dismantling costs (see
below).

Lease liability - the initial amount
+ Initial direct costs
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+ Costsof removal / Coststo restore, as the estimated cost of removing and/or restoring
|eased asset

+ Payments made previously

- Leaseincentives received

= Right-of-use asset

In subsequent periods, the right-of-use asset is depreciated and accounted for
similarly to a purchased asset, following either the cost or revaluation model under IAS 16
Property, Plant and Equipment. The method chosen must be consistent within major
classes of assets. Right-of-use asset is subject to impairment testing under 1AS 36
Impairment of Assets.

The lease liability is accounted for similarly to afinancial liability. Accordingly, the
lease liability is accounted for under the effective interest method. Lease payments are
allocated between interest expense and a reduction of the lease obligation.

For lessees that depreciate the right-of-use asset on a straight-line basis, the
aggregate of interest expense on the lease liability and depreciation of the right-of-use asset
generally results in higher total periodic expense in the earlier periods of a lease. Lessees
measure the lease liability upon the occurrence of certain events (e.g., change in the lease
term, change in variable rents based on an index or rate), which is generally recognised as
an adjustment to the right-of-use asset.

Example — Lessee accounting
On 1.1.20X1 an entity enters into a three-year lease of industrial equipments. The
rentals are CU20,000 payable at the end of each year. The applicable discount rate is 6%.

Theinitial measurement of the right-of-use asset and lease liability is CU53,460:
20,000 20,000 20,000
= + - =4 = — =53,460
1+0.06 (1+0.06)% (1+0.06)3
The tables below summarise the Cash flows and Income Statement and the Balance
Sheet (assuming straight-line depreciation over three years):

Tableno. 1. Cash flows and Profit and L oss Account of the lessee

Cash flows and 1.1.20X1 20X1 20X2 20X3 Total
I ncome Statement Cu Cu Cu Cu Cu

L ease payments - 20,000 20,000 20,000 60,000
Depreciation expense - 17,820 17,820 17,820 53,460
Interest expense* - 3,208 2,200 1,132 6,540
Total expense - 21,028 20,020 18,952 60,000

*Interest expense = Lease liability x 6%

Table no. 2. Balance Sheet of the lessee
Balance sheet 1.1.20X1 20X1 20X2 20X3
Cu Cu Cu Cu

Right-of -use asset 53,460 35,640 17,820 -
Lease liability (see below) 53,460 36,668 18,868 -
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Tableno. 3. Calculation of the lease liability

1.1.20X1 20X1 20X2 20X3
CuU CuU CuU CuU
Fixed payments for |ease elements 53,460 53,460 53,460 53,460
+ | Certain variable payments 0 3,208 5,408 6,540
- | Payments made previously 0 20,000 40,000 60,000
= | Leaseliability 53,460 36,668 18,868 0
The accounting entry on initial recognition:
Debit (CU) Credit (CU)
Right-of-use asset 53,460
Lease liability 53,460
The subsequent accounting entry in 20X 1 (Y ear 1):
Debit (CU) Credit (CU)
Depreciation expense 17,820
Interest expense 3,208
Lease liability 16,792
Cash 20,000
Right-of -use asset 17,820

The accounting entriesin 20X 2 and 20X 3 continue in the same pattern.

In this example rentals over the three years are CU20,000 every year. Under 1AS 17,
assuming this is an operating lease, the annual expense would be CU20,000. Under IFRS
16 the total expense over the three years is also CU60,000 but this is ‘front-loaded’, that is
the expense is higher in the early years. This results from recognising interest at a constant
rate of return on the outstanding liability.

3.4. Effectson the financial statements (lessees)

Effects on the balance sheet are the following: increasing lease assets, increasing
financia liabilities and decreasing equity. For companies that have material off balance
sheet leases, IFRS 16 is expected to result in an increase in lease assets and financial
liabilities. The carrying amount of lease assets will reduce more quickly than the carrying
amount of lease liabilities. This will result in a reduction in reported equity compared to
IAS17.

Effects on the income statement are as follows: increasing EBITDA (earnings before
interest, taxes, depreciation, and amortization), increasing operating profit and finance
costs and constant profit before tax. For companies that have material off balance sheet
leases, IFRS 16 is expected to result in higher profit before interest (for example, operating
profit) compared to the amounts reported applying IAS 17. Thisis because, applying IFRS
16, a company presents the implicit interest in lease payments for former off balance sheet
leases as part of finance costs. In contrast, under IAS 17, the entire expense related to off
balance sheet leases isincluded as part of operating expenses.

Effects on the cash flow statement are: increasing cash from operating activities,
decreasing cash from financing activities, but constant total cash flow. IFRS 16 is expected
to reduce operating cash outflows, with a corresponding increase in financing cash
outflows, compared to the amounts reported applying IAS 17. This is because, under 1IAS
17, companies present cash outflows on off balance sheet |eases as operating activities. In
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contrast, applying IFRS 16, principa repayments on all lease liabilities are included within
financing activities.

4. Conclusions

Based on IAS 17, from the perspective of the lessee, leases are classified as either
operating or finance lease. Operating leases are off balance sheet and lease payments are
recognized as an expense over the term of the lease. Finance |leases are those that transfer
substantialy all the risks and rewards incidental to ownership of the asset to the lessee, and
are recognized on balance sheet with a corresponding asset and financia liability.

IFRS 16 is significantly different than these requirements for lessees. With limited
exceptions, all leases are on balance sheet and result in the recognition of an asset and a
liability. Therefore, the new standard will affect balance sheet and also the related ratios
such as the debt/equity ratio. Additionally, IFRS 16 will influence the income statement,
because an entity now has to recognise interest expense on the lease liability and
depreciation on the right-of-use asset. As a consequence, for lease contracts previously
classified as operating leases the total amount of expenses at the beginning of the lease
period will be higher than under IAS 17.

In the cash flow statement, lease payments related to contracts that have previously
been classified as operating leases are no longer presented as operating cash flow in full.
Only the part of the lease payments that reflects interest on the lease liability can be
presented as an operating cash flow. Cash payments for the principal portion of the lease
liability are classified within financing activities.

From the perspective of lessors, IFRS 16 is substantially unchanged from IAS 17.

Notes

[1] IASB, 2016. IFRS 16 — Project Summary and Feedback Statement, January 2016,
pp. 3, available on-line at: http://www.ifrs.org/Current-Projects/| ASB-
Projects/Leases/Documents/IFRS 16 project-summary.pdf (accessed 7 March 2017)
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Abstract: Tax compliance and ambiguity of the laws in force represents serious issues for the
majority of fiscal authorities. The development of a permanent dialogue between public ingtitutions and
citizens can improve tax compliance. This paper aims to identify taxpayers’ perception on fiscal policy
efficiency and to highlight the possibilities to improve tax compliance. This study presents the results from a
opinion poll with 150 respondents., over the period May-July 2016. Results showed that even if the taxpayers
successfully identify the role of fiscality in society, they are characterized by high levels of mistrust in the
fiscal system. Taxpayers are willing to pay their fiscal obligations especially if the fiscal pressure decreases,
the level of individual income increases or the laws become clearer.
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1. Introduction

Tax compliance can be addressed from both economic and psychosocial
approaches. Due to the fact that each fiscal authority that natural persons and corporate
bodies, the main goa of these authorities is to collect fiscal obligations with the highest
degree of efficiency (by maintaining costs as low as possible).

The research of this paper was based on a opinion poll and had as main objective to
determine taxpayers’ perception on the efficiency of Romanian’s fiscal policy and to
highlight the way the fiscal policy affects the degree of the taxpayer compliance. The main
possibilities of conformity improvement are also presented in this paper.

Regarding taxpayers behavior, the relevant published literature was initialy
focused on purely theoretical aspects of the economy. Later on, studies that include
sociopsychological theories were developed and their results showed that human
psychology plays avital role in conformity decisions of individuals.

Therefore, the degree of newness of this article is justified by approaching the fiscal
compliance from two different points of view: the fiscal and the psychological one.

The necessity of identifying the perception of taxpayers on fiscal policy and
measuring/monitoring conformism derives from the main objective of public fiscal
authorities on improving the genera conformism, according to the laws in force. Their
actions are limited due to the ambiguouity of the laws and also by the taxpayers’
motivation to conform. Taxpayer’s behavior, influenced by ignorance, disinterest,
inadvertence or willful evasion and weaknesses of fiscal administration represents an
unavoidable failure on conformism.

A permanent and periodic dialogue between fiscal authorities and taxpayers can
represent the key to improving the conformist behavior because, proceeding in this
manner, public authorities can find out taxpayers’ aspirations about fiscal policy.

Based on this consideration, the first part of this paper summarizes and describes
the most important conceptual issues concerning fiscal compliance and its influentia
factors. The paper continues by describing the methodology used to develop the empirical
study and the main results obtained. The final part of the paper presents the conclusions
and remarks on the study achieved.

2. Literaturereview
The Romanian fiscal legislation faces several drawbacks concerning excessive
bureaucracy, the incompetence of civil servants, various fiscal and parafiscal taxes, a high
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degree of fiscal pressure compared to the level of revenues, tax evasion, complicated
procedures and the lack of a predictable legislative framework. Therefore, the taxpayers’
degree of compliance is low. Nationwide research, viewing improvement of tax
compliance is barely inexistent. As mentioned by Moldovan et a (2014), it is important to
consider the levels of correlations between public policies and the cultural contexts, due to
the existence of avariety of civil and political identities.

Song and Yarbrough (1978) defines tax compliance in a large manner, this
representing in their opinion, the capacity and will of taxpayers to conform with fiscal
laws, these being influenced by ethics, legidative framework and other situational factors
inagiven period and place.

Tax compliance can be regarded from different points of view. From a standard
approach, according to Alm (1991), Jackson and Milliron (1986), tax compliance
represents the complete report of revenues and full pay off taxes by fulfilling al legal
stipulations and rulings. Singh (2003) suggests that conformity can represent taxpayers’
activity of filing tax returns, of correctly declaring taxable revenues and paying in due time
all fiscal tax charges, the usage of state’s coercive force being unnecessary. On the other
hand, Allingham and Sadmo (1972) consider tax compliance as a reporting problem of
taxpayers’ current revenues and the conformity behaviour as being a decision taken in
uncertainty conditions (i.e: some taxpayers could face the situation of paying late penalties
for their undeclared or incompletely reported taxable revenues, the quantum of these late
fees being larger than the value of the tax they could have paid if had been correcly
reported their revenues).

In purely administrative terms, according to Ming Ling et a. (2005), conformity
includes the activity of legally registering or informing fiscal authorities about the fiscal
condition of a taxpayer, by anually submitting (in cases stipulated by law) income tax
returns.

Given the different manners of defining tax compliance above-mentioned, it can be
observed that all include the same key-elements: the will/the lack of will/thecapacity to
conform, the activity of filing tax returns and of correctly declaring fiscal revenues.

A wide variety of factors that influence tax compliance can lead to different
approaches of tax compliance. Even if it represents a complex behavior, Shaer Bianani and
Adelen Ramezani (2011) and Alm (1999) concluded that there is no model that can
combine the multitude of factors impacting the decision of tax compliance.

The literature review presents a set of relevant influential factors on tax
compliance: (i) industrial factors (competition, marginal profit rate, industrial risk, growth
rate, capital structure); ii) reporting factors (fiscal acknowledges, accuracy in reporting),
iii) psychosocial factors: socia norms, morality, trust in fiscal authorities; iv) fiscal
administration factors. usage of state’s coercive force, probability of detecting undeclared
revenues, penalities, stability and transparency, public services; v) economic factors. tax
rates, interest rates, inflation.

The emphasis on the psychologic factor represents the novelty in the field of tax
compliance research. Summarizing research made by Muzafer Sferif (1936) and Solomon
Asch (1951), it can be supposed that finding behavior that is not influenced by others
represents a great challenge. Therefore, socia psychologists, referring to conformity,
sustain that it depends on the people tendency to change their perceptions, opinions,
attitudes and behavior so as to bring them in accordance with the intern group norms and
models.

The empirical studies developed by Murphy (2002) showed that trust is the
principal factor that action on tax compliance. If fiscal authorities are acting correctly, then
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people’s trust increases. The taxpayers’ perception of trust derives from the evaluation of
procedures performed by authorities.

The perceived trust is influenced by personal experiences as well as by media
reports. Therefore, authorities should treat the citizens respectfully, citizen’s opinions
should be taken into consideration and authorities’ explanations should be clear.

In Allingham and Sadmo’s (1972) research, nonconformity represents a willful act.
As the fiscal laws are getting more complex, the misinformation the degree of taxpayer
gets higher. Long and Schwartz (1987) reveaded that misinformation should not be taken
for avoidance or false declaration. Their researches have shown those high-income
individuals or those who own different businesses are more susceptible of evaluating at a
too high level or, on the contrary, at avery low level their taxes.

In respect to Lobont et. a (2013), on behaviora economics approach bases
analysis, confirms the fact that tax education would lead to more favorable attitudes
towards tax compliance.

3. Data and methodology

The research approach was based on qualitative research methodology involving an
analysis based on a questionnaire. The respondents were chosen by the fallowing criteria
both men and women, students in different economic specializations from Timisoara’s
Faculty of Economics and Business Administration, aged between 19 and 45, part of the
major share in the country’s active population of tax payers.

The stages followed during the poll were: (i) preparation of the poll; (ii) drafting
and application of the questionnaire; (iii) processing and interpretation of the poll results;
(iv) processing and communication of the poll results.

Poll preparation aimed to mainly determine taxpayers’ opinions on the fiscal
policy efficiency and their behavioral reactions.

As for drafting and application of the questionnaire, it took the form of pre-coded
guestions (limited answer choice — i.e: yes/no). The face-to-face questionnaire aimed to
show some information that cannot be observed directly, because of ther intimate
afiliation (i.e attitudes, interests, motivations, beliefs, vaues). The questionnaire also
included open questions so as factual dates (ex: age, gender, profession, opinions).

The following questions were addressed: (i) Questions about demographic aspects
(i.e: age, type of activity — this question aimed to verify if the respondent is a student or
not). The questions were standard (i.e. “How old are you?”, “What is your main type of
activity?”), (ii) An overview about respondents’ opinion on the fiscal policy efficiency —
(the question addressed was “What do you associate the efficiency of a fiscal policy
with?”). In order to achieve an analysis as complex as possible of the taxpayer’s perception
of trust in the fiscal system, the questionnaire had as standard answers “trust in the fiscal
system” and “mistrust in the fiscal system”; (iii) The will of the respondent to conform to
the fiscal system — For determining this behavioura aspect, the question addressed was
“Are you willing to pay off your tax liabilities?”. The question was closed and had a one-
way answer “yes/no”. To the respondents that answered “no” to the question an additional
open question was addressed. The additional question aimed to highlight the respondents’
reasons for nonconformity.

As for the data processing, a content analysis of open questions was made. Due to
the relatively low number of respondents, the answer processing was made manually, in
excel.

Comparing this study’s results with the results of other studies is difficult, because
of the lack of information nationwide. A study on Romania’s taxation was made by the
Delloitte Tax (2009). The results, presented in the report “Romanian’s taxation —
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Radiography of an incomplete reform” suggested that, at the national level, there are
serious issues of the procedures’ and rules’ interpretation, stability and transparency.
Another conclusion of the report is that the legislation about different taxes is complicated
and ambiguous. It was also mentioned that the relationship with authorities is deficient, the
respondents pointing out inflexibility and weak instruction of fiscal inspectors, and also
non-cooperation and inefficient communication.

4, Results

Results showed that 62% of the subjects in the study mentally associate the concept
of fiscal policy efficiency concept with investments made in public sector and 20% with
population well=being. Concepts like transparency and responsibility (9%), equity (5) and
bureaucracy reduction (4%) are not that important for respondents.

The overwhelming amount of respondents that associate the fiscal policy efficiency
with supplied assets goods represent the proof that those (due to their economic education)
successfully identify the role of taxation in our society.

Taxpayers’ perception on taxation represents an essential factor that impacts on
their attitude towards conformity.

An observation that can be made is that even if people’s trust is at low levels
(22%), what logically could lead to nonconformity, over half of the individuals taking part
in this study declared that they would pay their fisca obligations. In this case, the
conclusion that derivesis that the will to conformity mainly sources from the appliance of
coercive force.

As for the will to conformity to the fiscal system, 74% of the questionnaire
respondents declared that they are willing to pay their fiscal obligations and 26% are
unwilling to pay. The reasons for the unwillingness to pay for that 26% considered,
generally, non-conformists are: (i) high fiscal pressure; (ii) low-level income; (iii)
ambiguous law; (iv) inefficiency of the fiscal system and excessive bureaucracy.

In order to obtain a better point of view on how Romanian’s conformism could be
improved, it has been made a detailed analysis of the reasons due to which 26% of the
respondents declared they were unwilling to pay.

Therefore, four improvement strategies were proposed to respondents: (i) reducing
of fiscal pressure; (ii) increasing the level of income; (iii) a clearer fiscal law, with no
ambiguous el ements and (iv) reducing bureaucracy.

As for taxpayers’ response, among that 45% who declared their non-conformism
reason the high fiscal pressure, 58% would change their attitude and become complying
reducing fiscal pressure and 42% would still remain nonconformist.

As for those who the low-level individual income is their main reason of
nonconformism, if the income level increased, 69% would adopt a conformist attitude
while 31% would still remain nonconformist. As for the taxpayers for whom the
ambiguous law represents their reason of nonconformism, 51% would change their options
if the law became less interpretative and if it existed the possibility of an *assisted
conformism”. This would imply the existence of a continuous assistance on taxpayers’
issues from public servants.

The results of this study concerning the bureaucracy issue showed that over 80% of
respondents would become conformists if the bureaucracy got less complicated if the
payment electronic system would spread and if the paper form would be replaced by the
electronic form.

This study’s results can be compared with those obtained by the Deloitte Tax study.
It mentioned that approximately 34% of study participants sustained that the assumption
for a favorable fiscal environment to business development is represented by the stability
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of law. It was aso mentioned that 22% of the participants opted for introducing clearer
procedures in fiscal administration and 16% considered that reducing the number of taxes
could represent an essential measure in the streamlining administrative process of
collection and control. The concluson of the Deloitte Tax study is that severa
shortcomings appear in the communication with the fiscal authorities. This could lead to
mistrust in the fiscal system and negatively affect the relationship between the fiscal
authority and the taxpayers.

5. Conclusions

The fiscal system from the latest 20 years has been submitted to several changes
that influenced the business environment, neutralizing the existence of business plans or
financia predictions.

This study was structured at two levels. A static one, concerning the conceptual
definition of conformism and its influencing factors and a dynamic one that on the one
hand presents the effect of fiscal policy on taxpayers and on the other hand, the taxpayers’
reaction, perception, attitude and actions towards the adopted fiscal policies.

Considering this relational duality, the part concerning the conformism in literature
review reveads the static relation by defining the conceptual framework of the study. The
following two chapters aim the dynamic relation by the fiscal systems and the results
presented, and include a study on taxpayers as individuals.

Reducing fiscal pressure, increasing the income level, improving the quality of law
stipulations and reducing bureaucracy have been identified as representing methods of
improving tax compliance. The results of this study suggest that engaging in these methods
could lead to an improvement in taxpayers’ fiscal conformism.

Creating a bridge effectively linking academic research and the economic reality by
identifying taxpayers’ perception on Romania’s fiscal policy and the main reasons of
taxpayers’ nonconformism represent the efficiency of this study. State authorities could
successfully identify the citizens” needs and requests these providing solid bases for fiscal
policy decision-making. An efficient fiscal system and a better collecting of taxes represent
the interest of any fiscal authority at any rate.
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Rezumat: Conformismul fiscal reprezinta o problemd majora pentru majoritatea autoritdfilor
fiscale, acestea Tntampinand dificultdyi si datorita faptului ca legislatia in vigoare nu este intotdeauna
precisd. Tn vederea Tmbunétéyirii conformismului fiscal, se impune dezvoltarea unui dialog permanent intre
institugiile statului si cetdteni. Obiectivul cercetarii vizeazad identificarea perceptiei contribuabililor cu

fgra este bazat pe metoda anchetei pe baza unui sondaj de opinie, fiind chestionayi 150 contribuabili romani,

in perioada mai-iulie 2016. Concluzia rezultatd din studiu ne releva c& desi contribuabilii identifica cu

succes rolul fiscalitdtii in societate, acestia sunt caracterizati de o puternica neincredere in sistemul fiscal.

Contribuabilii sunt dispusi sa isi achite obligatiile fiscale, in special in cazul reducerii presiunii fiscale sau

cresterii nivelului venitului individual ori a modificarii textelor legislative considerate ambigue.
Cuvinte-cheie: conformism fiscal, nonconformism fiscal, politica fiscald, comportament economic.
Clasificarea JEL: A12, D01, H30.

1. Introducere

Conformismul fiscal poate fi privit atét din perspective economice, cat si psiho-
sociale. Datoritad faptului ca orice autoritate fiscala, ca parte integrantd a sistemului fiscal,
monitorizeaza activitatea economica a persoanelor fizice si juridice, obiectivul primordial
al acestora este reprezentat de colectarea cu maxima eficientd (costuri cat mai scazute) a
obligatiilor fiscale.

Cercetarea aplicata in cadrul acestei lucrari a fost efectuata pe baza unui sondaj de
opiniesi a avut ca obiective determinarea perceptiei contribuabililor cu privire la eficienta
politicii fiscde din Romania, a modului Tn care aceasta influenteaza gradul de
conformism/nonconformism al contribuabililor si a principalelor metode de imbunatéatire a
acestuia

Tn ceea ce priveste comportamentul contribuabililor, initial, literatura de specialitate
a fost concentrata asupra aspectelor pur teoretice ale economiei, ulterior fiind dezvoltate
studii care au avut la baza si teorii socio-psihologice, dezvaluind faptul ca psihologia
umana joaca un rol vital in deciziile de conformitate ale indivizilor.

Astfel, gradul de noutate a temei este justificat de abordarea atét din punct de
vedere fiscal, cét si psihologic a conformismului fiscal.

Necesitatea identificarii perceptiei contribuabililor asupra politicii fiscale si a
masurarii/monitorizarii conformismului deriva din scopul principal al organelor fiscale,
acelade aTmbundtati conformismul general, in conformitate cu legislatia fiscald in vigoare.
Aceste actiuni intdmpina o serie de limitdri datorate ambiguitatii legislative, dar si
motivatiei (intentiei) contribuabililor de a se conforma. Actiunile contribuabililor — fie din
cauza ignorantei, nepasarii, neglijentei sau evaziunii voite, precum si punctele slabe ale
administratiei fiscale reprezintad un esec inevitabil asupra conformismului.

Un dialog permanent si periodic intre autoritatile fiscale si contribuabili poate fi
considerat ca reprezentand cheia cdtre Tmbundtdtirea comportamentului conformist,
deoarece, procedand astfel, statul poate afla nazuintele/dorintele/asteparile contribuabililor
cu privire la politica fiscala.

Avéand in vedere aceste considerente, Tn prima parte a lucrarii se sintetizeaza
principalele aspecte conceptuae privind conformismul fiscal si factorii de influentd ai
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acestuia. Lucrarea continua cu expunerea metodologiei utilizate in vederea elaborarii
studiului empiric, precum si a principalelor rezultate obtinute. In finalul lucrarii sunt
prezentate concluziile studiului realizat.

2. Literatura de specialitate

Legidlaia fiscala din Romania se confrunta cu o serie de neajunsuri cu privire la
birocrgia excesiva, incompetenta functionarilor publici, numeroasele taxe fiscale Si
parafiscale, cota ridicatd de impunere in comparatie cu nivelul veniturilor, evaziunea
fiscala, proceduri complicate si lipsa unui cadru legislativ predictibil. Astfel, gradul de
conformism al contribuabililor este redus, cercetarile intreprinse la nivel national avand ca
scop Tmbunatdtirea conformismului fiscal fiind aproape inexistente. Moldovan et. a (2014)
mentioneaza faptul ca importanta nivelurilor de corelatie dintre politicile publice si
contextele culturale se datoreaza existentei diverselor identitati civile si politice

Desi analiza conformismului fiscal este multidisciplinara, exista cateva puncte de
vedere comune asupra deciziilor contribuabililor de a se conforma.

Song si Yarbrough (1978) au conferit o definire mai pe larg a conformismului
fiscal, acesta reprezentand, in viziunea lor, capacitatea si dorinta contribuabililor de a se
conforma cu legislgia fiscala, acestea fiind influentate de etici, cadru legislativ si alti
factori situationali dintr-o0 anumita perioada si un anumit loc.

Conformismul fiscal poate fi privit din mai multe puncte de vedere. Ca abordare
standard, Tn viziunea lui Alm (1991), Jackson si Milliron (1986), conformismul fiscal
reprezintd raportarea tuturor veniturilor si plata tuturor taxelor prin Tndeplinirea
prevederilor legale si a hotararilor judecatoresti. Conformismul poate reprezenta, de
asemenea, activitatea contribuabililor de completare a declaratiilor fiscale, de declarare
corectd a veniturilor impozabile si de plata la termen a tuturor sarcinilor fiscale, fara a fi
necesara aplicarea fortelor coercitive ale statului (Singh, 2003). Pe de altd parte, autori
precum Allingham si Sadmo (1972) considerau conformismul fiscal ca o problema de
raportare a veniturilor actuale ale contribuabililor, iar comportamentul de conformism ca
fiind o situatie decizionald in conditii de incertitudine (exemplu: anumiti contribuabili ar
putea gjunge Tn situatia de a plati penalitati asupra veniturilor impozabile nedeclarate sau
raportate incomplet, cuantumul acestor penalitati fiind mai mare decat valoarea impozitului
pe care acestia |-ar fi platit Tn cazul raportarii corecte a veniturilor).

Tn termeni pur administrativi, conform lui Ming Ling et a. (2005), conformismul
include Tnregistrarea in scop lucrativ sau informarea autoritatilor fiscale cu privire la
statutul fiscal al unui contribuabil, prin depunerea anuala (in cazurile prevazute de lege) a
declargiilor fiscale.

Avand Tn vedere modalitdtile diferite de definire ale conformismului fiscal
prezentate mai sus, putem observa ca acestea contin, totusi, aceleasi elemente-cheie:
dorinta de conformare sau absenta acesteia, capacitatea si dorinta de a se conforma,
activitatea de completare a declardiilor fiscale, declararea corectd a veniturilor fiscale.

Abordarile diferite asupra conformismlui fiscal se pot datora numerosilor factori de
impact care actioneazd asupra acestuia. Desi conformismul fiscal reprezintd un
comportament complex, Shaer Biabani si Adeleh Ramezani (2011), alaturi de Alm (1999)
au concluzionat ca nu exista niciun model care poate agrega multitudinea factorilor de
impact asupra deciziei de conformare fiscala.

Investigarea literaturii de specialitate ne prezinta, totusi, un set de factorii de
influentd ai conformismului fiscal ca find relevanti, printre care: i) factori industriali:
competitia, ratele marginale de profit, riscul industrial, ratele de crestere, structura
capitalului; ii) factori de raportare: cunocstinte in domeniul fiscal, acuratetea raportarii; iii)
factori psihosociali: norme sociale, moralitatea, incredere Tn autoritatile fiscale; iv) factori
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ai administrayiei fiscale: forta coercitiva a statului, probabilitate de detectare a veniturilor
nedeclarate, penalitati, stabilitate si transparenta, serviciile publice; v) factori economici:
rate de impunere, rate ale dobanzii, inflatie.

Noutatea privind studiile Tntreprinse asupra cercetarii conformismului fiscal o
reprezintd accentul asupra factorului psihologic. Sumarizand cercetarile efectuate de catre
Muzafer Sherif (1936) si Solomon Asch (1951), se presupune ca este dificil de gasit un
comportament care sa nu fie afectat de interactiunea cu ceilalti. Astfel, psihologii sociali,
raportandu-se la conformism, fac referire specific la tendinta oamenilor de a-si modifica
perceptiile, opiniile, atitudinile si comportamentul astfel incat sa le aduca in concordanta
cu normelesi modelele grupului intern.

Studiile empirice efectuate de Murphy (2002) au aratat faptul ca factorul principal
care attioneaza asupra conformismului este increderea. Dezvoltareaincrederii popul&iei in
autoritatile fiscale se face in conditiile in care acestea actioneazd corect. Perceptia
contribuabililor asupra Tncrederii se dobandeste prin evaluarea procedurilor efectuate de
autoritati.

Tncrederea perceputd este influentatd atat de experientele personale, experientele
cunoscutilor dar si raportarile in media. Astfel, autoritatile ar trebui sa trateze cetatenii cu
respect, sa le ia in considerare parerile si sa furnizeze explicatii clare, in diferite situatii.
Cercetdrile efectuate de catre Allingham si Sadmo (1972) au relevat faptul ca
nonconformismul este un act voit. Cu cét legislatia fiscala este mai complexa, cu atat creste
gradul de dezinformare al contribuabilului. Long si Schwartz (1987) au semnalat faptul ca
aceastd dezinformare nu inseamn doar evitare sau nedeclarare. Tn cadrul studiilor lor s-a
demonstrat cd persoanele cu venituri mai mari sau cei care desfasoara diferite afaceri sunt
mai susceptibili sa-si evalueze impozitele la un nivel mult prea ridicat sau, dimpotriva, la
un nivel prea scazut.

Tn ceea ce priveste abordarea analizei pe baza economiei comportamentale, studiile
efectuate de Lobont et. al (2003) confirma faptul cad educatia fiscala ar putea conduce la o
atitudine mai favorabild a contribuabililor, cu privire la conformismul fiscal

3. Datesi metodologia de analiza

La baza demersului intreprins a stat metodologia de cercetare calitativa care a
presupus conturarea unei anchete bazate pe sondaj de opinie. Subiectii chestionati au fost
atat barbati cat si femei, studenti la diferite specializari cu profil economic din cadrul
Facultatii de Economie si Administrare a Afacerilor din Timisoara. Respondentii au fost
alesi pe baza faptului ca varsta acestora este cuprinsa intre 19-45 ani, apartinand categoriei
contribuabililor cu pondere majoritara n cadrul populatiei active ale tarii.

Etapele parcurse in demersul anchetei pe baza de chestionar au fost urmatoarele: (i)
pregatirea anchetei; (ii) redactarea si aplicarea chestionarului; (iii) prelucrarea si
interpretarea rezultatelor anchetei; (iv) redactarea si comunicarea rezultatelor anchetei.

Pregatirea anchetei a vizat determinarea si stabilirea publicului-tintd, caruia i s-a
adresat chestionarul, obiectivul urmarit fiind acela de a determina, in principal, opiniile
contribuabililor cu privire la €eficienta politicii fiscale si reactiile comportamentale ade
acestora

Tn ceea ce priveste redactarea si aplicarea chestionarului, acesta a fost sub forma
unor intrebari cu raspunsuri precodificate (variante limitate de raspuns — ex: da/nu.
Chestionarul afost adresat fata in fata si a urmarit anumite informatii ce nu pot fi observate
in mod direct, ci apartin fondului intim al respondentilor, precum: atitudini, interese,
motivatii, convingeri, valori. Acesta a inclussi Tntrebari deschise privind datele factuale de
respondentilor: varsta, gen si profesie, opinii.

Chestionarul a urmarit raspunderea la urmatoarele ntrebari: (i) Tntreb&ri privind
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aspectele demografice (ex: varstd, tipul de activitate desfasurata — motivafia privind
chestionarea asupra tipul de activitate desfasurata era reprezentata de verificarea
incadrarii Tn statutul de student) intrebarile fiind standard (ex: ”Ce varsta aveti?”, ”Care
este tipul de activitate principald pe care o desfasurati?”; (ii) Prezentarea opiniei
respondentilor in ceea ce priveste eficienta politicii fiscale — (intrebarea adresata a fost
”Cu ce asociati dumneavoastra eficienta unei politici fiscale?”). Pentru a realiza o analiza
cat mai completa a perceptiei contribuabililor asupraincrederii in sistemul fiscal, Tnh cadrul
chestionarului au fost mentionate ca raspunsuri standard ,,incredere n sistemul fiscal” si
,.-neincredere n sistemul fiscal’; (iii) Dorinta pe care respondentul o are de a se conforma
sistemului fiscal — Tn vederea determindrii acestui aspect comportamental, ntrebarea
adresata a fost de forma: “Sunteti dispus(a) sa va achitati obligatiile fiscale?”, fiind o
intrebare Tnchisd, cu raspuns unic “da/nu”. Respondentilor care au raspuns intrebdrii cu
”nu” le-afost adresata o intrebare suplimentara deschisa, prin care erau rugati sa precizeze
motivele pentru care nu doresc sa se conformeze.

In prelucrarea datelor a fost efectuatd analiza de coryinut a intrebarilor deschise.
Datorita numarului relativ redus de responderti, prelucrarea raspunsurilor a fost efectuata
manual Tn excel.

Datorita lipsei analizelor efectuate asupra conformismului contribuabililor, la nivel
naional, compararea rezultatelor acestui studiu cu cele ale altor studii este dificil de
efectuat. Un studiu asupra fiscalitatii din Romania a fost intreprins de Deloitte Tax (2009).
Rezultatele prezentate in raportul “Fiscalitatea romaneasca — Radiografia unei reforme
incomplete” au sugerat ca, la nivel national, existd probleme cu privire la interpretarea,
stabilitatea, aplicabilitatea si transparenta procedurilor si reglementarilor. O alta concluzie
a raportului a fost aceea ca legislatia vizand diferite impozite este complicata si ambigua.
De asemenea, s-a mentionat ca relatia cu autoritatile este deficitard, respondentii
semnaland inflexibilitate si slaba pregatire a inspectorilor fiscali, dar si necooperare si
comunicare ineficienta.

4. Rezultate

Rezultatele au evidentiat faptul ca 62% din subiectii studiului asociaza, mental,
conceptul de eficientd a politicii fiscale cu investitiile efectuate in sectorul public s1 20% cu
bunastarea populatiei, conceptele precum transparenta si responsabilitatea (9%), echitatea
(5%) si reducerea birocratiei (4%) nu sunt atat de importante.

Ponderea covarsitoare a respondentilor care asociaza eficienta politicilor fiscale cu
bunurile publice furnizate reprezintd dovada faptului cad acestia (datorita pregatirii
economice) identifica cu succes rolul fiscalitatii in societate.

Perceptiile contribuabililor asupra fiscalitatii reprezintd un factor esential, ce
impacteaza atitudinea acestora cu privire la conformare.

Tn cadrul analizei se poate observa ca desi increderea populatiei este scazuta (22%),
ceea ce, logic, ar putea Tnsemna nonconformism fiscal, peste jumatate din indivizii supusi
studiului au declarat cd si-ar achita obligatiile fiscale. Concluziain acest caz este ca dorinta
de conformare provine, in cea mai mare parte, din aplicarea mijloacelor coercitive ae
statului.

Tn ceea ce priveste dorinta de conformare lasistemul fiscal, 74% dintre respondentii
chestionarului au raspuns ca ar achita obligatiile fiscale, iar 26% cd nu ar dori achitarea
acestora. Printre motivele mentionate de subiectii chestionati ce fac parte din cei 26%
considergi, generic, nonconformisti, se regasesc: (i) presiunea fiscald ridicata, (ii)
veniturile scazute, (iii) legislatia ambigua si (iv) ineficienva sistemului fiscal si a
birocratiei crescute.

In vederea obtinerii unei concluzii cidt mai clare asupra modului in care
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conformismul, Tn Romania, ar putea fi imbunatatit, a fost efectuatd o analizd detaliata
asupra motivelor datorita carora, respondentii, care au declarat, in proportie de 26% ca nu
ar achitaobligaiile fiscale, nu doresc sa se conformeze.

Astfel, au fost propuse patru strategii de imbunatdtire: (i) reducerea presiunii
fiscale, (ii) cresterea nivelului veniturilor, (iii) o legislatie fiscala mai clara si fara
elemente interpretativesi (iv) reducerea birocratiei.

Reactia contribuabililor se prezinta astfel:

- dintre cei 45%, care au declarat cd motivul pentru nonconformism 1l reprezinta
presiunea fiscala crescuta, 58% si-ar schimba atitudinea, in cazul reducerii presiunii
fiscale, 42% optand, totusi, pentru neconformare;

- dintre respondentii care au declarat ca motiv principal pentru nonconformism
nivelul scazut al venitului individual, Tn cazul cresterii acestuia, 69% ar adopta o atitudine
conformistd, in timp ce 31% ar ramane, n continuare, nonconformisti;

- Tn ceea ce priveste contribuabilii chestionati, care au motivat ca atitudinea lor
nonconformistd se datoreaza legislatiei ambigue, 51% dintre ei si-ar schimba optiunea daca
legislatia ar deveni mai putin interpretativa si daca ar exista posibilitatea unui ,,conformism
asistat”, ceea ce ar implica existenta unei asisterve continue din partea functionarilor
publici asupra problemelor contribuabililor;

- Tn cazul problematicii birocratiei, rezultatele au fost cele asteptate: peste 80%
dintre respondenti ar deveni conformisti in cazul in care birocrafia nu ar mai fi atat de
complicata, daca sistemul privind pldfile electronice ar fi mai raspdndit si daca formatul
hartie ar fi treptat eliminat, fiind Tnlocuit de formatul electronic.

Rezultatele acestui studiu pot fi comparate cu cele obtinute de studiul efectuat de
Deloitte Tax, care prezintd ca aproximativ 34% dintre participantii studiului au sustinut ca
premisa pentru un mediu fiscal propice dezvoltarii afacerilor este reprezentat de stabilitatea
legislatiel. De asemenea, 22% dintre participanti au optat pentru introducerea unor
proceduri clare in administrarea fiscala, iar 16% au considerat ca reducerea numarului de
impozite ar putea reprezenta 0 masura esentiala in eficientizarea procesului administrativ
de colectare si control. Din opiniile exprimate, concluzia studiului intreprins de Deloitte
Tax a fost cd in comunicarea cu autoritatile fiscale, apar deficiente de natura sa sporeasca
neincrederea n sistemul fiscal, fapt care afecteaza si mai mult relatia autoritate fiscald —
contribuabil .

5. Concluzii

Sistemul fiscal din ultimii zece ani a fost supus numeroaselor schimbari, care au
influentat mediul de afaceri, neutralizdnd existenta unor planuri de afaceri sau a
previziunilor financiare.

Studiul efectuat a fost structurat pe doud paliere, unul static, privind definirea
conceptuald a conformismului si a factorilor de influenta asupra acestuia si unul dinamic ce
aratd, n primul rand, efectul politicilor fiscale asupra contribuabililor si, Tn al doilea rand,
reactia, perceptia, atitudinea si actiunile contribuabililor la politicile fiscale adoptate.

Avand in vedere aceasta dualitate relationald, partea privind conformismul in
literatura de specialitate contine oglindirea relatiei statice prin definirea cadrului
conceptual al studiului, iar urmatoarele doua capitole vizeaza relatia dinamica prin
sistemele fiscale si rezultatele prezentate si cuprind un studiu realizat cu subiecti persoane
fizice.

Metodele identificate Tn vederea Tmbunatatirii conformismului fiscal sunt
reprezentate de reducerea presiunii fiscale, cresterea nivelului veniturilor, Tmbunatatirea
calitatii reglementarilor legislative si reducerea birocratiei. Rezultatele studiului sugereaza
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ca Tntreprinderea acestor actiuni poate conduce la imbunatdtirea conformismului fiscal al
contribuabililor.

Eficienta acestui studiu este aceea ca se creeaza o punte de legatura intre cercetarea
academicd si realitatea economicd prin identificarea perceptiei contribuabililor asupra
politicii fiscdle Tn Roménia si a principaelor motive de nonconformism ae
contribuabililor. Pe baza unor studii mai ample, realizate la nivel national, autoritatile
statului ar putea identifica cu succes nevoile/dorintele cetatenilor, acestea constituind baza
deciziilor de politica fiscald. Un sistem fiscal eficient si 0 mai buna colectare a impozitelor
si taxelor reprezinta, in fond, interesul oricarei autoritati fiscale.
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Abstract: In the last yearsit is becoming increasingly actual the recognition of corporate governance
involvement and the risk management in public entities, the importance of approaching this issue is
evidenced by the current situation faced by internal auditors. The entity is a body constantly changing which
evolves in complexity, besides traditional exposure to the hazard, thus adding operational, financial,
strategic, legal, human, and fraud risks. The complex nature of the risk can be attributed to several factors.
Internal auditors have an important role in the risk assessment, processes, systems, and addressing or
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order to assist an entity in achieving its objectives by implementing a systematic and disciplined approach to
evaluate and improve the effectiveness of risk management, control and governance processes.
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1. Introduction
“There is no risk equal to zero. A good auditor does not exclude any risks.”
Marcel Ghita

Risk management is the art of taking decisions in a world governed by uncertainty,
which is a complex scientific approach to the risks that use material, financial and human
resources to achieve the objectives aimed at reducing exposure to losses.

Assessing risk exposure in an entity pressuposes not just damage caused to top
manager but also to employees, customers and beneficiaries. From this regard, the
objective of "social responsibility” must belong to both category of goals such as pre and
post event.

The assessment of operational and strategic risks represents one of the most
important and complex stage of implementation and monitoring of financial management
and control, which allows identification of potential hazards that exist within the entity,
which may have a negative impact in achieving its objectives and and which have the
finality of highlighting, as possible, all existing risk. The advantage of the assesment is the
planning of interna audit activity and the planning of prevention measures in order to
minimize risk and achieve the entity's objectives, which are aimed at increasing of
efficiency and credibility

2. The planning of internal audit activity

Control activities of operational managers serve as a lever for attenuating inherent
risks and those that are not identified or mitigated represent the residual risks, accepted and
potentially supported by the public entity. The purpose of interna audit is to assess
residual risks of internal control system by providing recommendations for its
improvement, thus it will help improving its operational activity, but it won’t assume any
responsibility for risk management. In this order of ideas, it is very important for internal
auditors to understand that managers are responsible for the efficient and effective function
of the risk management system.

In first phases of the planning process of audit activity, it is carried out an objective
analysis of the pre and post event which functions in an entity, as well as the operations
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characteristics. In this context, it is established whether the organizational culture of risk is
predominantly opponent or it is not by the help of (Book of Internal Audit, 2013):

- Veracity and integrity of financial and operational information;

- Effectiveness and efficiency of operations and programs,

- Security of the assets;

- Agreement with legislation, normative and domestic regulations.

In order to assess residual risks of operationa managers, the auditor uses
professional judgment to estimate numerous factors, examples of which are:

a) Examines whether al significant risks have been identified, afterwards have
been evaluated by managers and have been taken into consideration in the planning
process,

b) check whether mitigation measures (control activities) are implemented and
operates in the established manner;

C) evaluates if risk management system involves monitoring, updating and
reporting of risks faced by the entity;

d) assesses the probability of fraud risks.

Thus, internal auditors contribute to the improvement of risk management processes
by evauation of the effectiveness and functionality of the system of risk management to
the extent that:

- the employees manage the risks (culture, responsibility, awareness, training,
capacity);

-the attitude to risk is incorporated into processes (context, organization,
identification, assessment, evaluation criteria, control, review, monitoring and reporting);

- the risks are under control and their management contribute to the reach of the
goals (better predictions, better decisions, review and insurance, better planning, better
financia management).

Methodological Norm number 10 of the internal audit in the public sector establishes
the following techniques and tool s to assess risk management:

- the interviewing of managers and staff;

- the analysis of policies and procedures documentation;

- the evaluation questionnaires;

- the assessing of the effectiveness and efficiency of processes/ control activities

In a world of uncertainty, the maor risks have a significant impact because they
generate a cost, known as the risk cost. The internal auditor should obtain a sufficient
understanding of control procedures to ensure that the risk is reduced to an acceptably low
level.

Due to the fact that interna control procedures are integrated into internal control
environment, the auditor develops such an activity based on risk. According to national
standards, the internal audit will demonstrate professional care regarding the adequacy and
effectiveness of the risk management, control and governance of the public entity and the
probability of errors, fraud, irregularities or significant nonconformities.

Taking into account that the manager of the public entity tends to get insurance that
the strategic plan and annual plan addresses the identified risks by operational managers,
the internal auditor plans the interna audit (audit engagement) based on the repeated
assessment managers high risks.

The premise of an audit mission must take into account the extent that it can
improve the risk management process, as well as al of the entity's operations by following
the strategic plan period and the frequency with which each system / process will be
audited, where the professional judgment is applied.
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The strategic plan is based on a risk assessment, taking into account the provisions
of NIAS, the identification and definition of risks are part of the strategic planning of the
public institution that will provide the necessary visibility and strategic focus, because,
basicaly, this plan "invent" the future, it is aroad map that sets out future directions which
the organization leads to. In these circumstances, entities that have developed an effective
risk management, in the past they have been able to maintain an effective internal control
or to develop it. It is true that the past cannot be changed, but one can draw on his account
aarm signals, one can return to some decisons and plans that have not yet been
implemented.

Strategic plan requires more frequent auditing systems / processes with high risks to
provide assurance that they are kept under control. During the first missions, there are
identified elaborately the control activities, which are being particularly emphasized.
Within the following mission, these control activities are further tested after confirmation
that the objectives of the system / process and control objectives remain unchanged.

Risk category Fi'nz.:y.-;ﬁﬂu::g;

-| high —  annual
-| rmiddle [ every 2
YVEars
™ Tow (=
vears

Figure 1. Reference model of a strategic plan for threeyears
Source: Book of Internal Audit, 2013.

Systems/ processes with medium risk require less frequent missions, because even if
they are not audited in a particular year, risk exposure is relatively small. Subsequently, the
internal auditor takes into account the results of previous missions, as that collected
information and evidence will later confirm that there have been few changes.

In the case of systems / processes with reduced risks, tasks can be performed less
often, every mission providing minimal additional security requirements. Periodically
reviewing of the systems / processes with reduced risks provides insurance that the risk
exposure has not changed.

Planning is not a separate phase of the audit, but rather a continuous process that runs
parallel with the execution of the audit. Adequate planning helps the auditor to organize
work efficiently and effectively, its efforts being focused on important areas. According to
NIAS the auditor should plan their tasks so as to ensure achievement of business in an
effective manner to define their scope, its timing, and direction.

Methodological norm number 3 of internal audit in the public sector provides clear
instructions for dealing with risks from strategic planning and annual internal audit
activity.

Also at the planning phase of the mission it is carried out a risk assessment
associated with audited units, and then this assessment will be reflected in mission’s
objectives. In case the public entity manager accepts an intolerable level of residual risk,
there take place rational discussions upon the causes of risks with the top-manager.

Thus, internal audit at different stages of the activity approaches risks differently
(Book of Internal Audit, 2013):

a) The strategic and annual planning:
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- Analysis of therisks related to public entity's objectives,
- Assessing inherent risks at each level (strategic risks, financial risks / performance, risks,
operational risks and compliance);
- Determining the priority areas to be covered by future missions;
b) Planning missions:
- Determining the mission objectives
- Examination of the potential risks related to the mission’s objectives;
- Assessment of inherent risks connected with the objectives of the audited unit
(operational risk) and knowledge about the effectiveness of controls (risk compliance);
- Selection of areas for analysis and testing to achieve the objectives of the mission;
c) Carrying the tasks (insurance and counseling):
- Examining the risks objectives of the system / process audited,;
- Assessing the risks involved in the control objectives / control activities
(operational and compliance risks);
- The identification and selection of control activities to be examined / tested;
- Testing of control activities,
- Determining the level of residual risk;
- Examining other information related to inherent and residual risks;
- Updating the annually and / or strategic plan as aresult of risk assessment;
- Announcing the public entity's manager about high unacceptable identified risks;
d) Reporting:
- Reporting audit findings and conclusions at the level of residual risks;
- Providing audit recommendations about approaching unacceptable residual risks.
Strategic planning approach based on risk offers the next advantages (Book of
Internal Audit, 2013):
a) a comprehensive audit - methodology based on top-down approach enable them
to provide insurance systems such that all major systems are included;
b) an effective audit - channeling resources to areas where resources are most
needed;
c) the added value of internal audit - operational managers increased awareness of
the objectives, systems, processes and risks.
Carrying about risk management and its impact on all levels becomes thus relevant
for entities that can still learn from mistakes and examples of others and equally for those
who study and analyze the market, as topical and interest issue.

3. Themethods of risk assessment

The opportunity of adoption of any managerial decisions in which nature originaly
persists a certain degree of risk, can be justified only by analyzing and evaluating them. To
plan efficiently the activity is not enough to know the type of risk that can influence the
activity of subdivisions of entity; it is also necessary to calculate its size, namely to assess
the consequences that may arise from its influence.

The internal auditors develop methods for risk assessment based on the value of
transactions, budget, staff turnover, materiality, organizationa structure, the complexity of
the regulatory framework, the findings of previous audits etc. There are used various
techniques for performing relatively systematic and objective analysis in order to have a
less subjective approach. By the use of these techniques it is supported an auditing
professional judgment regarding the priority and frequency of missions. At present, public
entities face the following risks:

a) politica instability;

b) frequent changesin legislation;
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c) conflicts of interest;

d) insufficient and incorrect accounting;

€) negative image and reputation damage;

f) fraud, corruption;

g) use against destination, wastage and loss of property;

h) incorrect planning and wrong decisions;

1) inadequate information systems.

In providing reasonable assurance regarding the strategic planning of internal audit
activity one should analyze risk factors through multiple methods.

A. The method of establishing therisk level based on the assessment criteria.

At the initia stage, it follows a meeting with the top manager where there are
analyzed the main risks to be attributed to each system / process category of risk (for
example, high, medium, low), thereafter the systems / processes that interna auditors

assess primarily are being classified, namely (Book of Internal Audit, 2013):
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Figure 2. General criteria of risk assessment for its counting score
Source: The book of internal audit

Risk score calculation will be carried out based on indicators:

Table 1. Award procedurefor therisk factor score

Criteria Description Parameter
A. Materiality The system / process has a weight less than 1% in the annual budget 0
The system / process has a weight of 5-10% in the annual budget 2
The system / process has a weight of 25-50% in the annual budget 3
The system / process has aweight over 75 % in the annual budget 5
B.Control System / process well controlled, with alow risk of fraud or error 0
environment/ System / process relatively well controlled, with some risk of fraud or 3
vulner ability error
System / process ineffectively controlled, with high risks of fraud or 5
error
C. Sensitiveness The system / process has minimal contact with the external 0
environment
Certain complications with the external environment are possible, if 3
the system / process is not effective
Major legal problems, if the system is not effective 5
D. Manager System / process with areduced role in the activity of the public entity 0
concerns that has little impact on the achievement of its objectives
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System / process with aleading role in the activity of the public entity 5
in the recent past, involving some concerns due to repeated failures

Source: The book of internal audit

Thus, according to this method there are used four risk criteria which are assigned
with specific index between 1 and 5, and each risk criterion is assigned with a certain
weight using the reasoning of its relative significance. These weights vary depending on
the type of public entity. The following is an example of applicable weights:

Table 2. Theway of assigning weight for risk factor

Criteria Weight
A. Materiality 3
B.Control environment/ 2
vulnerability
C. Sensitiveness 2
D.Manager concerns 4

Source: The book of internal audit

The index and weights are combined into one formula which is used for the
calculation of the risk score:

Risk score=(Ax3)+(Bx2)+(Cx2)+(Dx4)

Table 3. Therisk scorein accordance with category

Risk score Risk category
Over 49 High
30-49 Medium
Less than 30 Low

Source: The book of internal audit

The formula is applyed to calculate the risk score for each system / process. After
that, the systems / processes are classified under the following matrix, assigning them
following scores: high, medium, low - very high, high, medium, low, very low.

This method can easily be changed, that means that there can be used more risk
criteria, severa categories of risk - very high, high, medium, low, very low. In this case
(multiple risk criteria / multiple risk categories) it will be necessary to use other risk
weights for each criterion and other values of the score for each risk category. Risk scoreis
always expressed in whole numbers. It is important to keep in mind that many risk criteria
areintuitive and not based on absolute val ues.

B. Method of guidelines

The model promotes uniform definition of the universe of interna audit or the audit
field so audit risk on each compartment of the public entity can be compared with those of
others compartments on an objective basis depending on the geographical distribution of
risks and staff entity.

The scope determining of the audit is a prerequisite risk hierarchy, which will be
based on the entity's strategic planning and activity.

Uniform approach of the risk analysis of internal audit universe, auditable respective
areas can be based on the following risk factors, namely (Ghita, 2009):

* Previous audit findings;

* Sensitivity of the system as perceived;
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The results from the review will be counted and multiplied by the "age factor" of

auditing, namely:

Table 4. Age coeficient of the frequency of realized audits
Similar audit in the last 24 months 100 %
Similar audit in the last 25 - 36 months 125 %
Similar audit in the last 37 — 60 months 150 %
Audit older than 60 months 200 %

Source: Drafted by M. Ghita, Internal audit

In this way the results of analyzes carried out will vary between 6 - 36, which will

allow to group into four categories.

Table 5. Assgnment category of the age factor and the frequency of performed

audits
Category Type of risk Proportion
The layer of 10% Maxim 100%
The layer of 20% Sensitive 50%
The layer of 30% Moderate 25%
The layer of 40% Low 10%

Source: Adopted by M. Ghita, Internal audit

The identification of the risk analysis factors and their levels of assessment is being
carried out in accordance with the recommendations from NMAISP for the use of factors
regarding: the assesment of internal control, the quantitative and qualitative assessment,
where we can add other factors specific for the activity.

We mention that in order to establish the risk weight, there should be taken into
account the importance and the weight of risk factor in the framework of that activity, and
aso the fact that the weight sum of risk factor must be 100 % (Ghita, 2009).

According to the criteria we set the following weights:

- Assessment of internal control 40%;

- Quantitative assessment 25%;

- Qualitative assessment 20%;

- Legidative changes 10%;

- Staff seniority5%.

The risk factor is the element used to identify the likelihood that events have a
negative impact on an auditable activities and the level of assessment is the change
produced by itsimpact on the auditing profession.

This stage is meant to focus by carrying out the table ,, The situation regarding the
analysis factors of risks and the levels of their assessment”. The level of the risk based on
assessment criteriais being realized by adding a assessment level to each analysis factor of
risk. Phase is achieved through preparation of the statement setting. The determining total
score of risk is achieved by applying the weight level to assess each risk factor levels of
risk in order to determine the total score based on the formula (Ghita, 2009):

Pt = & Pi* Ni
where:
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Pt — total score;

Pi — risk weight to each factor;

Ni - therisk of each used factor.

The stage is achieved through determination of the total score, which takes into
account the importance and weight of risk factors within that domain.

The methods employed in assessing residua risks of operationa managers will
provide a clearer view of its work in setting goals for a specified period and improve
internal control system.

4. Conclusion

The basic role of internal audit in relations with risk management should be the
provision for ensuring the implementation of financial management and control and risk
management efficiency. The basic rule while planning the audit is the rigurous assessment
of residua risks of the entity, in this regard the planning of internal audit activities assures
a cooperation between the auditor and the auditee.

Internal audit provides assurance and independent and objective advisory services to
help operational management to improve risk management and internal control. Its purpose
is the prevention of major risks. The performance of an entity is based on the concept of
continuity and stability of managers having responsibility for the effectiveness of the
activity. The stability in function assures the continuity of current activity. Forecasting,
organization, management, coordination and control activities are expected to be fulfilled
in order to manage the entity. We can affirm that interna control system leads to an
improvement of economic efficiency of the entity, by expanding the responsibilities of
internal audit and internal control organization.
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1. Introduction

Since the 1960s severa East Asian countries have witnessed an impressive
economic growth. Policymakers, government planners, economists and researchers all over
the world showed great interest to the economic strategies designed, implemented and
developed by the so-called “four Asian Tigers’ or “four Dragons’, namely Hong Kong,
Singapore, South Korea and Taiwan (Chen, 1979; Berger and Hsiao, 1988; Lall, 1996;
Chowdhury and Islam, 1997; Leipziger, 2000; Davis and Gonzalez, 2003; Paldam, 2003;
Asien, 2015). There are several similarities among the Asian Tigers such as their location,
their political regimes of ‘developmental dictatorship’ or soft authoritarianism, their
export-oriented economies, their relationships with the United States, their languages (the
spread and influence of the Chinese language), their religions (mostly Confucianism and
Buddhism) and their strong educational systems (Kanatsu, 2015). They succeeded in
upgrading and diversifying their economies and in reaching similar living standards with
Western prosperous societies (Wade, 2004). Thus, they have become valuable models for
the newly emerging economies (Arora and Ratnasiri, 2015).

Along with the other Asian Tigers, Singapore has experienced a rapid pace of
economic growth. Its sustainable growth has been achieved over the past few decades
through the strong leadership of Lee Kuan Yew, the faith maintained between the
government and its people, the hard working and commitment of a multiracial society. In
spite of the fact that this tiny heterogeneous city-state lack both natural resources and a
hinterland of any sort, it possesses two key assets: its people and its geography (Krause,
1988). This is why Singapore has become one of the most significant exporters of labor-
intensive goods in the world economy.

The aims of our paper are to briefly present and analyze the evolution of
Singapore’s economic growth. The methodological approach is based on a case study.

Achieving sustainable economic growth: the case of Singapore

After World War 11 Singapore joined the Federation of Malaya in 1963, but two
years later separated to turn into the independent Republic of Singapore. The British
colonialism and the Chinese expansion have produced together a cosmopolitan society
(Table no. 1) which encourages the openness and rapid adaptability to changes. Since
gaining its full independence, Singapore has obtained a remarkable socio-economic
performance (Tan, 2007). The city-state has become a transport, financia and
technological hub, and a regional educational, communication and biomedical science
centre (Heng and Yam, 1998; Asien, 2015).
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Table no. 1. Socio-economic indicator s of Singapore

I ndicator Value
Area 697 sq km
Popul ation 5,781,728 (July 2016 estimation)

Ethnic groups

Chinese 74.2%, Maay 13.3%, Indian 9.2%, other 3.3% (2013
estimation)

Languages

Mandarin (official) 36.3%, English (official) 29.8%, Malay
(official) 11.9%, Hokkien 8.1%, Cantonese 4.1%, Tamil (official)
3.2%, Teochew 3.2%, other Indian languages 1.2%, other Chinese
dialects 1.1%, other 1.1% (2010 estimation)

Religions

Buddhist 33.9%, Muslim 14.3%, Taoist 11.3%, Catholic 7.1%,
Hindu 5.2%, other Christian 11%, other 0.7%, none 16.4% (2010
estimation)

Age structure

0-14 years: 12.94% (male 382,479/femae 365,595); 15-24 years.
17.02% (male 484,355/female 499,940); 25-54 years. 50.45% (male
1,420,833/femae 1,496,125); 55-64 vyeas. 10.34% (mae
299,446/female 298,562); 65 years and over: 9.24% (male
243,418/female 290,975) (2016 estimation)

Life expectancy at
birth

Total population: 85 years, male: 82.3 years, femae: 87.8 years
(2016 estimation)

Unemployment
rate

2.1% (2016 estimation)

Gross  Domestic
Product (GDP) at
purchasing power
parity (PPC)

$486.9 hillion (2016 estimation)

GDP per capita at
PPC

$87,100 (2016 estimation)

GDP composition
by sector of origin

agriculture: 0%; industry: 26.6%; services. 73.4% (2016 estimation)

Labor force 3.661 million

Labor force by | agriculture: 1.3%; industry: 14.8%; services: 83.9% (2014)
occupation

Inflation rate -0.8% (2016 estimation)

Source: Central Intelligence Agency, 2017

In the last sixty years Singapore has recorded significant economic growth rates
(Table no. 2). With very few exceptions, the rates were positive and gave expression of the

economic success story of Singapore.

Tableno. 2. The GDP growth rate of Singaporein the period 1965-2015

Y ear GDP growth rate (%)
1965 7.597

1970 13.886

1975 4.609

1980 10.027

1985 -0.687

1990 10.044
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1995 7.028

2000 8.898

2005 7.489

2010 15.24

2011 6.207

2012 3.67

2013 4.675

2014 3.26

2015 2.008

Source: The World Bank, 2016a

The average economic growth rate was 8.5% from 1965 to 2005 (Richardson and
Ong, 2012). In other words, economic growth remained consistently high for along period
of time (Haque, 2004). Consequently, with few exceptions, the GDP of Singapore
increased continuously in the period 1965-2015 (Table no. 3).

Table no. 3. The evolution of Singapore’s GDP in the period 1965-2015
Y ear GDP (billion, current US$)
1965 0.974,193,126
1970 1.92
1975 5.633
1980 11.893
1985 19.138
1990 36.152
1995 87.89
2000 95.834
2005 127.418
2010 236.422
2011 275.221
2012 289.269
2013 300.288
2014 306.344
2015 292.739

Source: The World Bank, 2016b

The achievement of sustainable growth over a long period of time has alowed
Singapore to become the second most competitive economy in the world (Table no. 4)
since 2013 (Schwab, 2013; Schwab, 2014; Schwab, 2015; Schwab, 2016) and to be
considered as one of the best place (Table no. 5) to live in the world (Klugman, 2011,
Malik, 2013; Malik, 2014; Jahan, 2015).

Tableno. 4. The Global Competitiveness Index in the period 2013-2017

Country Overall index | Overall index | Overall index | Overall index
2016-2017 2015-2016 2014-2015 2013-2014
Rank | Score | Rank | Score | Rank | Score| Rank | Score
Switzerland 1 5.81 1 5.76 1 570 |1 5.67
Singapore 2 5.72 2 568 |2 565 |2 5.61
United States 3 5.70 3 561 |3 554 |5 5.48
Netherlands 4 557 5 550 |5 549 |4 5.51
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Germany 5 5.57 4 5.53 8 545 |8 5.42
Sweden 6 5.53 9 5.43 6 547 |9 5.40
United 7 5.49 10 5.43 7 546 |7 5.47
Kingdom
Japan 8 5.48 6 5.47 4 550 |3 5.54
Hong Kong | 9 5.48 7 5.46 10 541 |6 5.48
SAR
Finland 10 5.44 8 5.45 9 541 |10 5.37

Sources; Schwab, 2013; Schwab, 2014; Schwab, 2015; Schwab, 2016

Tableno. 5. The Human Development Index (HDI) in the period 2011-2014

Country HDI 2014 HDI 2013 HDI 2012 HDI 2011

Rank | Value | Rank | Value | Rank | Value| Rank | Value
Norway 1 0944 |1 0944 |1 0.955 |1 0.943
Austraia 2 093 |2 0.933 | 2 0.938 | 2 0.929
Switzerland 3 0930 |3 0.917 |9 0913 | 9 0.903
Denmark 4 0923 |10 0.900 | 15 0.901 | 14 0.895
Netherlands 5 0922 |4 0.915 |4 0.921 |3 0.910
Germany 6 0916 |6 0911 |5 0.920 | 7 0.905
Ireland 6 0916 |11 0.899 |7 0.916 |5 0.908
United States 7 0915 |5 0.914 |3 0.937 | 4 0.910
Canada 8 0913 |8 0.902 |11 0911 |5 0.908
New Zealand 8 0913 |7 0.910 | 6 0.919 |5 0.908
Singapore 9 0912 |9 0.901 | 18 0.895 | 23 0.903
Hong Kong | 10 0.910 |15 0.891 |13 0.906 | 11 0.898
SAR

Sources: Klugman, 2011; Malik, 2013; Malik, 2014; Jahan, 2015

In order to analyze the evolution of Singapore’s economic growth several key
elements have to be taken into account. They belong to various domains as follows:

The state autonomy. One of the main elements of the high economic performance
of Singapore resides in its state autonomy, defined as “a combination of the
“capacity” of the state to pursue developmentalist policies with its “insulation”
from particularistic pressures, particularly those originating from large firms or
unions” (Przeworski and Limongi, 1993, p. 56). State autonomy stimulates and
enhances economic growth as state should play an active role in making the
economy functions efficiently. In the case of Singapore, the postwar era witnessed
the maximalist policies involving widespread state participation in economy but
without neglecting the role of the market (Young, 1992; Huff, 1995). In fact,
market-friendliness has been promoted by the interventionist economic policy
(Khan, 2001).
The strong political leadership of Lee Kuan Yew. Named the “founding father” of
Singapore, he was the first Prime Minister of the country for more than three
decades. A visionary man, Lee Kuan Yew established a unique Singaporean
identity, maintained religious tolerance, advocated the creation of the Singapore
Armed Forces and promoted racial harmony.
The competitive economic system. There was a total commitment of Lee Kuan
Yew and the government towards economic development. In this respect, an
important role was played by the Economic Development Board a governmental
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agency (Perry, 1992). In the beginning, they focused especially on the
manufacturing industry. Later, Lee persuaded multinational corporations to heavily
invest in industry, especialy in electronics. Also, he transformed Singapore into an
international financial centre and atechnological hub.

The favorable geographical position. Geography helped Singapore to become one
of the biggest ports in the world and facilitated international trade (Huff, 1997).
Trade has represented a growth engine for Singapore.

The close relationships between the government and its citizens. They trust each
other and work together with confidence. People understood the need to work hard
under governmental guidance.

The outstanding educational system. Singapore has built one of the best
educational systems of the world because the developmental state has fully
understood that its survival and prosperity depends on its human resources
(Gopinathan, 2007).

3. Conclusion

As one of the Asian Tigers, Singapore has succeeded in achieving sustainable
growth for many decades. Its impressive economic success was based on both economic
and non-economic factors. On the one hand, the government has proved to play a
fundamental role in ensuring the socio-economic development and stimulating sustainable
growth. On the other hand, people have realized the importance of education and hard
work in society.

The paper has shown that the economic success obtained by Singapore made this
country a model for other nations around the world as other researches pointed out (Huff,
1995; Chua, 1997; Chua, 2011). Further researches might be carried on in order to identify
and analyze other elements that led to the Singapore’s economic growth.
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1. Introduction

Insurance industry is no longer seen as just a simple instrument for risk
management, but is a complex force that contributes to the evolution of economic
processes. By insurance, the savings are channeled to investment projects which are the
main driving force for state development. The processes that take place in a country have
effects on insurance market development. In this article we tried to show the valences of
these interdependences and to demonstrate that insurance promote economic growth. On
the other hand, insurance is influenced by the effects of some human activity processes
such as demographics, psychological, politic and other factors.

To achieve the objectives of this paper, we started with literature review. It helps us
to analyze existent studies and to estimate how the problem has been described. After that
we divided the article in tree scientific compartiments. First is based on the description of
the role of insurance in a country. Followed by chapter in which we determined the factors
that have an influence on insurance sector. In the third part of this paper we analyzed the
impact of insurance on economic development. As aresult of investigations, we elaborated
an outline description of financial circuit, involving insurers, which emphasize the role of
the insurance industry in the economic system of a country.

2. Literaturereview

The first studies that highlighted the importance of insurance in an economic
system were performed by Yaari (1965). He has been approached the problem of life
insurance demand when uncertainty exists, the uncertainty named life span of a consumer.
Later Ward and Zurbruegg (2000) examined the relationship between economic growth
and insurance market activity across nine OECD countries over the 1961 to 1996 period.
They used real GDP as a measure of economic activity and insurance premiums as a
measure of insurance activity and have established a long-time connection between these
two dimensions. The authors used in studies the explanatory variables as private savings
rate, budget surplus, population, government expenditure, population age and others. The
results of their scientific work showed that insurance is influenced by cultura
predispositions toward uncertainty avoidance and by effects of regulation. Wanat, Papiéz
and Smiech (2016) considered that this is the first paper which studied causal relations
between the development of the insurance market and economic growth.
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Webb, Grace and Skipper (2002) studied the influence of banks and insurance
sector on economic growth. Their findings indicate that financial intermediation is
significant. The authors demonstrated that penetration of insurance and banks is a staunch
predictor of productivity growth. Moreover, they established that there is no causd
network between economic growth and non-life insurance.

Kugler and Ofoghi (2005) found a causal link between the dimension of insurance
market and economic growth in Great Britain over the 1966 to 2003 period. For estimation
was used the Johansen test, but the authors doesn’t include additional variables as Ward
and Zurbruegg (2000) did. The results showed the connection between economic growth
and different types of insurance, aslife, non-life, motor and property insurance.

Haiss and Sumegi (2008) analyzed the impact of insurance on economic growth
across 29 European countries, for the period from 1992 to 2005. They found that GDP in
current prices per capita depends, among others, on written gross premiums, physical
capital stock per employee and human capital stock, interest in the securities markets and
inflation. They identified risk transfer and investment as major channels through which the
insurance sector may aid in economic growth. They also take into evidence the impact of
socio-demographic and legal issues and shows that these matter for insurance companies
and for their influence to economy.

Arena (2008) has demonstrated in his study that both life and nonlife insurance
sector has a significant and positive impact on GDP growth. He aso identified that there
are several factors that have influence on insurance, namely openness, inflation,
government consumption, human capital, terms of trade change. The impact of private
credits and stock market turnover, taken into account on study, was not demonstrated.

Feyen, Lester and Rocha (2011) shows that life sector premiums are driven by per
capitaincome, population size and density, demographic structure, income distribution, the
size of the public pension system, state ownership of insurance companies, the availability
of private credit, and religion. They also show that the development of the insurance sector
can be influenced by policy factors.

Chien-Chiang Lee, et al. (2013) provided a new study on relationship between
insurance activity and economic growth. They took into account premiums, market share,
rank, insurance density and penetration on GDP. The study indicated that a 1% increase in
the real life premium raises real GDP by 0.06%. As a result, the authors have found that
long-term development policies and liberalization of the financia sector could provide a
devel opment of insurance sector an overall economy.

The empirical studies take into evidence that there is a connection between
economic growth and insurance sector. For long-time period this impact is positive and
shows a contribution of insurance market on GDP level. Unfortunately, it is more about
developed countries, while for emerging economies this impact is not significant.
Nevertheless, there are some studies that demonstrate the existence of interdependence
between economic growth and insurance in emerging countries, and thisimpact is positive,
too.

3. Theroleof Insurance

The importance of insurance for an economy has aready been demonstrated by the
authors mentioned above. However it requires a more detailed analysis of this influence to
highlight areas that need to be influenced to achieve along-term devel opment.

The role of insurance can be investigated in several ways. First, economically,
insurance involving the accumulation of financial funds based on personal contribution of
population through insurance premiums. The formation, distribution and usage of
insurance funds invol ve socio-economic relations between the insured and insurer based on

113



ISSN 2537 — 4222 The Journal Contemporary Economy
ISSN-L 2537 — 4222 Revista Economia Contemporand

cash flows. The economic content of insurance relations is determined by economic laws
and socio-economic rules.

In financial terms insurance is a financia intermediary between insured who
creates funds and those who receive compensation in the case of risk happening. By
insurance, people’s savings arrive to financial market as investments also through
insurance companies.

In determining of the insurance role we can not avoid the hierarchy of human needs
presented by Abraham Maslow in 1954 where safety needs as security of body, family,
resources and others are situated at the bottom of pyramid. It means that insurance is a
basic need for al individuals that is based on psychology. So, psychologically, insurance
aims to provide safety and psychological comfort as aresult of risk transfer to insurer.

Essentially, insurance is considered a branch of service, a financial intermediary
and afinancial asset in an economy of uncertainty with effects on the whole economy. We
can say that insurance have a contribution to the development of the national economy by
maintaining the continuity of the production process, by protecting and defending the
integrity of public, cooperative and private property, and by creating for the population of
additiona means for prevention, compensation and saving. Also, insurance has an
important role in increasing benefits and participate in the process of gross domestic
products distribution between economic sectors, territorial units and between business and
popul ation groups.

Besides financial, economic and psychological role, insurance also have an
educational role. According to the contracts policy holders are encouraged and forced to
take the most effective measures for keeping safety their properties which were taken into
insurance. They are also forced to show an appropriate behavior towards other people
being responsible under contracts of liability insurance. In case of persona insurance,
policy holders are educated to take care of themselves.

Insurance has a significant social role. Their importance for socia life is
manifested by jobs creation; reducing economic uncertainties; making possible the
resumption and continuation of normal socio-economic activity and giving the possibility
to saving and fructifying of personal funds (through life insurance).

4. Determinant factors of insurance development

Theoretical and empirical studies have shown that the influence of insurance on the
economy is determined by a several factors, named variables by Feyen, Lester and Rocha
(2011) and grouped in 4 categories.

1) economic variables, including: inflation, income (income inequality) and the

real interest rate;

2) institutional and market variables: financia development, state security share,

foreign insurers share, market concentration, the legal framework;

3) demographic variables: population density, population, life expectancy.

4) socia variables: education, religion, socia security.

The authors Haiss and Sumegi (2008) positioned insurance in a similar economic
environment as Feyen, Lester and Rocha (2011) did, but first authors have grouped them
differently. In this case, religion, culture, risk propensity and age profile are grouped into
demographic and socia setting. The regulatory framework is viewed as a separate group
with influences on the sector, as well as market structure.

We consider that the factors listed in existing empirical studies undoubtedly have
repercussions on the insurance sector. Their influence is not always positive. For example,
inflation, muslim religion, share of state insurance and market concentration has an
negative impact on private insurance. However, we believe that the greatest consequences
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on the insurance development have the regulatory framework changes, population culture
(including financial culture), demographic structure and revenues.

In existing studies we did not find the geographical factors as variables that have
an influence on insurance. We think that they are particularly important, because their
impact is significant and determines the profiles of insurance companies. For example, in
areas with high probability of typhoons or floods are very developed the property and life
insurance. In countries with well-developed financial markets, the most diversified
insurance packages related to financial risks.

As well, we propose to delimitate the political factors that has a significant
influence on insurance development. For example, the entry ban for refugees and migrants
introduced by US President Donald Trump in January 2017 affected the travel and health
insurance sector of European companies, especialy in the UK.

5. Theinfluence of insurance on economic growth

From the literature review, we found that insurance effects on economic growth
have been less studied until present. The most extensive studies refer to the connection of
banking sector and stock market with economic growth. The studies were promoted by
King and Levine (19933, 1993b) and Rousseau and Wachtel (1998). Nevertheless, there
are a few studies about the influence of the insurance sector on economic growth. Among
them we can mention the work of Ward and Zurbrueg (2000), Kugler and Ofoghi (2005),
Marco Arena (2006), Haiss and Siimegi (2008), Pei-Fen Chen et al (2009), Chien-Chiang
Lee et (2013), Botnari and Teaca (2010), Kjosevski (2011).

Most often it is considered that the insurance market is focused on two directions,
on the one hand it is financial intermediation, and on the other - the risk transfer and
compensation (Haiss and Suimegi, 2008). Thus, insurance contributes to economic growth
through more efficient management of various risks, which encourages the accumulation
of new capital, but aso by mobilizing domestic savings (household savings) into
productive investments.

In 1997 Harold Skipper said that the insurance business, in addition to risks
covering, has the function of institutional investor and contribute to economic growth. The
ways in which insurance contributes to society and economic growth can be summed up as
follows:

a) itincreasesthefinancial stability of families and businesses,

b) it facilitates competitiveness and trade development (the oldest occupation
of insurers);

C) it contributes to increasing solvency, reducing the capital cost and
decreasing risk what motivates entrepreneurs to start new businesses and to
assume additional risks;

d) it mobilizes domestic savings;

e) it adlowsdifferent risks to be managed more efficiently;

f) it helps to relieve the burden on governments for providing all services of
socia protection to citizens via social security systems;

g) it fostersamore efficient allocation of capitals,

h) it contributes to loss mitigation;

i) it facilitates the long term investments (in case of life insurance).

) it promotes solvency.
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To highlight the role of insurance in an economic system and their contribution to
economic devel opment we will present their financial circuit (Figure no. 1).

Public budget
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Figureno. 1. Theroleof insurancein an economy

Insurers, especialy life insurance companies, create their funds by government
investments, marked by tax incentives and subsidies, and by population investments
marked by paid premiums. From these funds, insurers paid compensation and benefits that
actually represents savings and retirement of population. Similarly, from these funds they
make investments in the financial market, real sector and state infrastructure. This helps to
develop the production process, the financial sector and the economy in general, what
promote a GDP growth. This mechanism demonstrates the contribution of insurance to the
economic growth. There is also a cyclical movement that shows the reverse contribution,
namely the contribution of economic growth on insurance. Thus, economic development
entails the creation of new jobs, increasing consumption and rising turnover and profit of
enterprises. All these effects contribute to increasing the volume of collected taxes on
VAT, individua income and corporate income. Together with the reducing of the state
burden promoted by insurance, we arrive to the idea that, on the one hand, insurers
increase state revenues; on the other hand, they reduce their expenditures and strengthen
public budget by this way. From here we distinguish that a strengthened state budget can
contribute to the stimulation of the insurance companies. This cyclicality demonstrates that
insurance industry and socio-economic process in acountry are interdependence.
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6. Conclusons

The results of our studies show that insurance is an important economic category. Due to
funds made up of paid premiums, insurers are important players on the investment market.
Lending and long-term financing capabilities contributes to business development or to the
economy development overdl. Insurance isthe main generator of certainty in the busnessand in
the family life. By specific cash flows and through their distribution according to the principle of
mutuality, insurance promote the continuity of the production process. Reinsurance operations
on the internationd insurance market have a contribution to the expansion of internationd trade
relaions, but so have an influence to the baance of payments.

Therefore, insurance contributes to economic development by protecting and defending
the public and private integrity, by ensuring continuity of production processes, but also by
supplying the long-term financid resources.

At the same time, insurance has a mgor socio-economic importance due to the job
creation, contribution to enhancing added vaue, people educeation in terms of assets protection
and providing of psychologica comfort and tranquility.

The insurance sector in turn is dependent on the economic, demographic, politicd,
ingtitutional and geographica factors. These interdependencies of insurance with other sectors
show that there is a cyclicd circuit of cash flows involving insurance. We consider tha this
mechanism is more functiona in development economic systems.

The research has highlighted the fact that there is a link between economic growth and
insurance sector. For long term, this impact is positive and is determined by the contribution of
theinsurance market on GDP growth and thus on strengthening public budget.

The results can be used by governments to achieve the intended level of economic and
socid performance. By stimulating the insurance business they can contribute to the economic
growth. Thereby, the government influence through the factors described in the paper could
contribute to the development of the insurance sectors and by the domino effect could lead to the
economic devel opment.
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Abstract: In a world where information is invading us, time seems to dwindle and work tasks are
becoming increasingly numerous, complex, diversified and urgent, there emerge, more and more frequently,
symptom of certain diseases that until just a few years ago did not exist. Such is the case of the burnout
syndrome. The present article aims to bring into focus the theoretical bases, the stages and the causes
determining this syndrome, which is considered a problem among the employees because of the negative
consequences it has on their health.
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1. Introduction

The concept of burnout was launched in the 1970s, when the first attempts to
establish its content, its reasons and especially the remedies of the newly-emerged
phenomenon appeared.

In 1974, Freudenberg H., an American psychiatrist and psychotherapist, discovered
the burnout syndrome while leading an aternative daycare center receiving and assisting
drug-addictsin New Y ork. This clinic was functioning exclusively with the volunteering of
some young people offering their services.

Freudenberg watched the young volunteers and noticed a paradoxical phenomenon.
While at first they were enthusiastic and deeply involved in the activity they were doing,
after ayear of activity the volunteer were exhausted, devoid of enthusiasm, complaining of
fatigue, and having very irritable emotional reactions.

Following this situation, Freudenberg emitted the opinion according to which the
persons vulnerable to experiencing the burnout syndrome are those devoted to a cause,
those who like to fight, thus considering the burnout syndrome as the fighter’s disease.

The reasons of the discovered phenomenon lie in some of the individual features of
the people, in their idedized self-image, in the fact that they perceive themselves as
dynamic, competent, but when they discover that some dream are aimost impossible to
reach, they fail, they lose their self-trust and become estranged from themsel ves.

Consequently, exhaustion, professional failure, health problems and the dramatic
decline of the accomplishment and work performances are characteristic signals of the
newly-identified phenomenon.

2. Causesof burnout syndrome

The burnout syndrome represents a state of psychic, physica and emotiona
exhaustion determined at the work place by prolonged stress, therefore being a
consequence of the lack of balance between the demands, the resources and the
professional satisfaction degree.

The burnout syndrome can be determined by: causes having to do with the
professional environment (large work volume, multiple responsibilities, time pressure,
overloading, lack of appreciation), causes having to do with the employee’s lifestyle
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(insufficient free time, not enough involvement in relaxing and social activities but also
lack of social and family support) and last but not least causes dealing with the employee’s
personality (personality features).

Overloading in conditions of under-appreciation can trigger the burnout syndrome.
Excessive, yet unrecognized and inadequately rewarded work, the unrealistic expectations
of the employee from the employer, monotonous or unsatisfactory activities and work
under pressure — all these can lead to chronic exhaustion. If the employee’s lifestyle itself
is not balanced and there are excessive responsibilities, socia pressure, workaholism and
lack of other preoccupations such as relaxation or socialization, and as personality one
manifests oneself as a pessimist, all these develop the burnout conditions.

Those affected by the burnout syndrome are intelligent, very motivated and
ambitious people, who out of the desire to stand out or out of their passion for what they
are doing make great efforts, work overtime, so this behavior affecting their persona life
aswell.

Starting with the decrease of the enthusiasm at the work place, the diminution of
the professional output and of the power to focus, the sensation that the activities at the
work place have become impossible to accomplish, gradualy, disillusion and
dissatisfaction settle in, accompanied by chronic fatigue, and the decrease of the capacity
to communicate with those around.

The consequences of the syndrome affect the employee both on the individual and
on the organizational level. The awareness of the failure, of the incapacity to face the
situation, the non-achievement of one’s own expectations lead to the diminution of one’s
self-appreciation, to the emergence of frustrations, irritability. The persons affected
become impatient, critical, suspicious, being convinced that they have a difficult life.

The employee’s behavior is affected, conflict states and lack of interest for the
activities proposed emerge, thus one aso affects one’s interpersonal relations.

The lack of family support as a consequence of the unaware attitude of rejection of
them, combined with the problems emerged at work, can lead to the development of
depression and of the vicious circle that the employee affected by the burnout syndrome
finds himself in.

This seems to be rather a social than an individual phenomenon. The individua
factors have a less significant role in the explanation of the development of burnout than
the large quantity of activities. Yet, some employees are more prone to the burnout
syndrome than others.

People with certain personality features (low self-esteem, competitiveness, higher
vulnerability and excessive need of control) and certain expectationsin relation to the work
place tend to develop the burnout syndrome. Underestimation, ignorance or a superficial
interpretation, a delay in the prevention of the burnout syndrome can have quite serious
consequences. depression, frequent diseases, low self-esteem, family problems and
organizational problems, abandon in the professional domain, decreased performance and
absenteeism.

3. Burnout syndrome stages

The burnout syndrome, as one can observe in Figure 1, develops during severd
stages. The employee wishes to stand out in the organization, establishing for himself high
objectives to accomplish, thus dedicating very much attention to his job, having no time for
his personal life.
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Desireto
Employee’ work more to Neglecting Emergence
need to stand be recognized one’s of the
out for the effort personal burnout
made needs syndrome

Figureno. 1. Stages of emergence of the burnout syndrome
Source: elaborated by the author

The effects of this syndrome settle in slowly, as a consequence of some chronic
stressors having to do with the activities at the work place. The burnout syndrome is
characterized by three dimensions, i.e.. emotional exhaustion, depersonalization and
diminished professional achievements.

1. Emotional exhaustion supposes the emotional emptying of the person, the loss of
one’s energy and motivation, permanent fatigue, the emergence of concern and
tensions. Thisis considered the basic dimension of this syndrome.

2. Depersonalization is associated with the emergence of impersona attitudes, of
detachment from or dependence on those around, of stigmatization or rejection of
them — all being meant to cope with the exhaustion of the internal resources.

3. Reduction of the professional achievements involves the diminution of the feelings
of accomplishment, the limitation of one’s own possibilities, or the tendency of
negative self-appreciation of one’s professional achievements and capabilities, or
the diminution of one’s self-esteem, of the capacity to focus, of one’s spontaneity
and creativity. So, the employee feels that what he does is insignificant,
unappreciated.

Until the effects of the burnout syndrome set in the employee goes through 4
preliminary stages.

1. Ideal enthusiasm: is the stage when the employees who are at the beginning of their
career invest, from an emotional perspective, very much, in the activities they
develop, desiring to get to improve themselves (to reach perfection) as soon as
possible.

2. Inefficient stagnation is represented by the fact that work loses its primordial
aspect, no longer has the same stimulating effect on the employee. In this case, a
decrease of the capacity of work results, added to the association of the employee’
desire to have achievements in the socia life aswell.

3. Fedlings of frustration: in this stage, physical, behaviora and psycho-emotiona
disorders develop. The fegling of frustration grows. the more the employee thinks
about the sense of his work, reevaluates his aspirations and chances, the more tired
he feels and hisinterest for work diminishes.

4. Symptoms of the burnout syndrome
The burnout syndrome represents the state of depersonalization and mental,
emotional, physical exhaustion, based on the existence of chronic or persistent stress.
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The specific symptoms appear at first as signs of stress and physical and mental
exhaustion, these becoming gradually chronic and coming together as time goes by. They
can be grouped into three categories, i.e.:

. Physical symptoms manifest themselves by states of physical fatigue, exhaustion,
low immunity, sleep modifications;

Emotional symptoms are: self-devaluation, negative feelings and thoughts like

helplessness, apathy or lack of trust in the future, but also detachment from the

others, absence of the motivation needed to develop certain activities;

Behavioral symptoms: not assuming personal responsibilities, social isolation,

postponing the realization of certain tasks and inadequate accomplishment of the

professional tasks.

Burnout is considered a complex phenomenon appearing as a consequence of the
interaction between individual and organizational factors. The individual factorsare
represented by the physical and mental factors involved in the individual capacity of
coping with stressful situations and include aspects such as. self-efficacy, self-image,
perception of personal control.

The organizational factors refer both to the organizational climate and to the
aspects related to the individua responsibilities within the firm. Here are included the
number of tasks taken over by the employee, the time needed to solve them, but also the
work volume or the equilibrium professional life — personal life.

5. Burnout syndromevs. stress

It is important to make a difference between the symptoms determined by stress
and those of the burnout syndrome. While stress appears out of excessive implication,
hyperactivity (everything is urgent and ultra-necessary), but aso the loss of the physical
energy, in the case of burnout we are discussing about despair, emotional numbness, lack
of involvement, but also helplessness. We can affirm that the stage posterior to stress will
be reached, where the employee no longer asks for help, and isolation makes the
intervention impossible.

The two states seem to be similar because burnout is the result of the presence of a
prolonged state of stress, the main difference being the fact that that in the case of stress,
the latter ha a temporary character, being triggered by an event characterized as stressful
and which diminishes gradually, whereas in the burnout syndrome stress has a persistent or
chronic character. In Table 1 are highlighted the differences between the stress
phenomenon and the burnout phenomenon.
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Tableno. 1. Differences between stress and bur nout

No. Stress Burnout
1. | Stresshasagreater The burnout phenomenonis
extension, being met both in | specific of the sphere of the
the sphere of the professional life
professional life, and in that
of the private,
extraprofessional life
2. | Ontheemotional level, Burnout supposes emotional
stressis translated into “leveling” or “anesthesia”’
hyper-activation
3. | Stressisastate Burnout is a state of apathy and
characterized by intense hel plessness
activity and vigilance
4. | Onthelevel of Burnout supposes mainly a
consequences, stress mental and emotional
supposes mainly physical exhaustion (lack of motivation,
exhaustion of hope or of goals)

Source: elaborated by the author

In stressful situations, the organism isin a state of alert and the tension is episodic,
but in the case of the burnout syndrome the tension is permanent, the employees affected
feel devoid of energy and generally cannot notice any solution to get out of some
problems. We can say that in the case of stress, the way the stressing stimulus is perceived
Is important, whereas in burnout, to the forefront come the real features and constraints
determined by the professional life.

Stress exists independently from burnout, whereas the latter is indispensably related
to stress; well-managed stress can be overcome, whereas badly- or incorrectly-managed
stress turns into burnout.

6. Conclusions

The burnout syndrome appears when the employee loses the balance between the
requirements (tasks) received and his own resources. In many cases people choose
themselves to over-responsibilize themselves out of the desire to obtain a better status or to
earn better. Although the stressors are identical for all the employees, only some of them
will get to suffer from psychical and physical exhaustion.

Thus, the employees cannot stop the activities incumbent to them because they
consider they are endangering al they have built so far and so they decide to continue to
work even more to consolidate the position they are in. The more they consolidate their
position at work, the more they responsibilize themselves.

In this case, any change in the daily routine produces a state of insecurity, which
automatically leads to fear of failure. Thus, the employee continues to work, to draw away
from people to finally become estranged and be absent, increasingly more, from the social
life.

To conclude, well-organized people, sure of themselves and keeping a balance
between their professional and their personal life do not get to suffer of this syndrome.
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Abstract: The present paper entitled “The Integrity Management in the Public Institutions from
Romania" aims mainly to a major a documentary research concerning the general aspects of the ethics
policy and of the prevention of corruption in public ingtitutions, an important condition to strengthen the
administrative capacity of human resource and, last but not least, good governance practice. The exercise of
authority by public servants or by the entire staff of the public administration in Romania, through the
accountability and efficiency of public services, ensuring efficiency and effectiveness, transparency,
performance, as ethical standards and integrity, can become tangible targets to strengthen the climate of
trust and mutual respect between the citizens and public institutions of the state. Only an administration
where it is desirable the practice of such standards is one that are concerned about its own quality and the
growth of the degree of responsibility toward the citizens.
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1. General considerations

One of the most important functions of management is represented by the
promotion of integrity and prevention of corruption in both the public and private sector.

By exercising this function of management, it is pursuing both the creation and
consolidation of a culture of integrity. In turn, this implies a set of internal regulations
(such as audits of domestic and external), a series of internal norms, values, and objectives
should be appropriated, and common behaviors and practices, which guide the way in
which public institution personnel actsinside or in dealings with third parties.

The preparation and the adoption of standards and clear internal procedures to
prevent corruption should be coupled with appropriate attitudes and behaviors in putting
them into practice in dailly work. Therefore, the focus is on ideals, goals and desirable
values, persona examples of honesty and commitment, individual responsibility toward
public service and public interest.

The management of corruption prevention is not a purpose in itself, but it is
intended to ensure the proper functioning of public institutions, the fulfilment of its
mandate, in order to increase the quality of public services and the the growth of trust
beneficiaries of public servicesin the public institution.

Management vision must be bound solely by administrative reality.

Because it's about the public institutions from Romania, this function is underlined
by the Government Decision No. 525/2016 2016 from July 27 on the approval of the
Strategy for the Development of the Public Service in 2016-2020 (SDPS) and who belongs
to the category of the thematic strategies undertaken by the Romanian Government as part
of an effort to improve the quality of governance, with impact throughout the entire
society, and which is referred to in the Action Plan for carrying out ex-ante conditionality
concerning the existence of a strategic policy framework for consolidation of the
administrative efficiency of the Member Sates, including the reform of public
administration.

Like any nationa strategy, it provides a series of objectives that are related to the
objectives set out in the strategic planning documents from related areas, e.g. the Strategy
for Better Regulations in 2014-2020, on the simplification of legislation and the objectives
of the National Strategy for the Country Defence for the period 2015-2019 concerning the
strengthening of administrative capacity. Therefore, within this context legidative, the
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Administration has three broad categories of human resources, on so many levels: political,
administrative and executive:

1. The political level is represented by the persons named or elected into positions
of public dignity functions treated as such (including local councillors), which have a role
in the decision-making regarding the establishment of objectives and actions of the
governance;

2. The administrative level is represented by the persons named in public office
(running and driving of category of senior public servants) as a result of completing
specific procedures for recruitment and selection, their responsibility being linked to the
exercise of State authority with the purpose of fulfilling their governance programme;

3. The Executive segment is represented by persons who have employment
relationships with public authorities and institutions and which constitute that category
dedicated to the completion of the activities which, in principle, does not involve the
exercise of public power prerogatives but contributes to the functioning of public
administration.

Each of the three categories mentioned above is subject to some distinct rules and
responsibilities as regards the management functions and legal relations arising and
exercised in thelr achievement. However, from the point of view of satistica studies,
analyses and reports in recent years regarding the human resources in public administration
have concluded that of all 1,183,608 functions public sector occupied Romania, only about
10% are public functions of the category of those managed by the National Agency of
Civil Servants (NACYS). In redlity, due to faults arising out of character so fragmented
management and lack of unique records, relevant information about recent developments,
perspective and employment profile of occupants, are available only for public function,
which are intended to be rectified as soon as possible with the implementation of SDFP
2016-2020.

2. Ethical and integrity standardsin the public function

At the present time we can speak of a public administration in Romania who are
facing multiple shortcomings in terms of image first, efficiency and effectiveness in the
backburner, being grabbed by a conservative organizationa culture, where the formal side
to prevail over administration and reduced concern over the real impact of the actions.

At the same time, we could talk about a "closed" administration, which cooperates
very little, very little, even hardly with Academia, civil society, the private sector and
socia partners. How do we know that? Even from the Country Report of Romania for
2016 (SVD, 2016), prepared by the European Commission services in February 2016, and
also from the Council Recommendation on the National Reform Programme for 2016
where is the Council notification on the Convergence Programme of Romania for 2016
(European Commisson, 2016), which concludes the following: “this limited efficacy along
with corruption cases encountered at all levels of administration, constitutes an obstacle to
the provision of services and affects the ability to implement structural reforms and
implement policies in a coordinated and strategic manner and to harness the EU funds.
This inefficiency is due to both poor professionalism and politicisation and lack of
accountability of the administration” (SVD, 2016).

Therefore, the SDFP 2016-2020 developers have comprised a set of actions and
criteria, with the target deadlines, in order to improve professional performance,
transparency, prevention of corruption, integrity and political independence in the public
administration, for a sustainable career perspective, better public services and last but not
least, the improving of the perception of citizens concerning the administration.

126



ISSN 2537 — 4222 The Journal Contemporary Economy
ISSN-L 2537 — 4222 Revista Economia Contemporand

It is necessary to follow-up the implementation of durable solutions to the main
problems of human resources management in public administration, especialy the ethics
and integrity.

The issue of integrity in the exercise of public functions from Romania is built
around three main components and the well-structured in the national legislation, namely
the conflict of interest, incompatibilities and rules regarding conduct in the exercise of
public functions.

There are a number of criteria imposed by normative acts in force applied and can
endure modifications for the purposes of improving their criteria by which one can assess
whether the management of the public institution respects the integrity of legal standards
or whether there is a proactive management, through which best practices are incorporated
and even additional measures.

Among the best known criteria imposed by legislation among civil servants there
are: The Code of conduct and ethics counseling, requirement to draw up the declarations of
wealth and interests, declaring gifts, management internal control, transparency of the
decision-making process, free access to information of public interest, disciplinary
procedures, public procurement, continuous professional training, the management of
conflicts of interest, incompatibilities, internal audit and/or fighting bureaucracy, etc.

Even though there is this obligation imposed by the legislation in force, the
non-compliance with the norms of ethics and integrity in public administration remains a
problem. The generic name, “integrity incident” is so popular because it is the basis for any
new files in research at the National Agency for Integrity or the Anticorruption National
Directorate that does nothing but to constitute and/or confirm a failure of management of
the public institution in preventing incidents.

All these files are occurring against the backdrop of the preventive measures which
did not have a systemic impact, being fragmented and insufficient capacity of affected
ingtitutions, lack of staff skills, and lack of political will in the management of institutions.

3. What can we do?

The putting into of SDFP 2016-2020 in its letter and spirit, through the setting of
specific targets specific objectives started from the top of the institution, so that the
organization's leadership to support strongly, explicit but especially visible internal
strategy for prevention of corruption and management representatives must to represent
just amodel code of conduct for employees.

Also the capacity of public administration must be strengthened in order to promote
values such as honesty, probity, honesty, by increasing transparency and a culture of
accountability, through the priority actions in order to decrease the successive annual
integrity incidents. Enhancing the status of law and the strengthening of the role of the
Ethics Adviser, through intervention on current normative texts and through access to
specialised training compulsory for this socio-occupational categories, according to a
single standard of training established by the National Agency of Civil Servants (NACS) in
consultation with the concerned persons.

Although at the present time there is an ethics counselor, she/he is not considered to
be a key instrument in the management of integrity. Therefore, it could be either a specific
function or an official capacity equated to an occupation with predefined tasks and
activities distinct from the planned basic function, and mostly properly paid and assessed.

It is imperative that the system of professional training of officials of the
administration to be rethought, appropriate as the re-establishment of the Nationa Institute
for Administration (NIA) to provide training programs with a standard curriculum on areas
of competence and have institutional collaboration with NACS.
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At the same time, it is necessary to review reviewed the appropriateness of
continuing programs such as Young Proffesional Scheme, European Affairs advisers and
scholars of the Romanian Government to evaluate the efficiency of officials recruited
within these programs that remained in administration, their know-how must be harnessed
and trandated into everyday life of a public institution.

Transparency, fairness and predictability in publicly funded salary policies is a
highly relevant aspect of public administration.

According to SDPS 2016-2020, “by 2020, the percentage difference between wages
paid for similar functions will be more than 30%, will be more clearly established a direct
relationship between income and individual and organizational performance and to
eliminate certain specific systems sectors”.

To do this, it should be elaborated and implemented the methodological
framework for transparency, monitoring and control of wage increases, and other rightsin
the field of civil service salaries, which obviously should be linked to the revision of
Framework Law No. 284/2010 concerning the remuneration of the staff paid from public
funds.

It was more or less talked about whistleblower, another tool that could be
applicable within the frameworks of management integrity in the public system in
Romania, legislated by laws, whether they work in the public or private sector.

The institution of the warning device integrity is not well known, even though
Romania has alaw on the protection of whistleblowers integrity in pursuit of public sector
employees. But, how well it is legislated so that personal issues that could signal
complying with the law would not suffer administrative and political reprisals? Since
whistleblower warning carries a huge economic burden and psychological as aresult of the
effect of the referral.

It is very important to distinguish between the Ethics Adviser from public
institutions which must exist in every public institution as the person charged with dutiesin
this respect, or the existence of a post with such powers, and the alarm integrity which can
be anyone, is not defined by a post, but, in exercising public function may terminate acts
which do not comply with the law.

In the '90s, Transparency International has devel oped the document integrity Pacts,
as an instrument that can contribute to reducing the risk of corruption and can be applied
only by committing a moral integrity by State institutions and business, but also through
the active involvement of civil society in the monitoring of public procurement”
(Transparency, 2015). This working tool, with an unguestionable utility, was devel oped
with the aim of assisting the Governments, civil society and the business environment in
greater efforts to prevent corruption in the public procurement sector, accounting for
virtually an agreement signed between public authorities in their capacity as Contracting
Parties and companies that participate in auctions, in their capacity as bidders.

As early as 2015, Transparency International and the European Commission are
working together on a pilot project to improve the anti-fraud and anti-corruption measures
in the management of EU funds, through integrity Pacts because incidents of integrity on
the European budget funds have been growing.

In other words, SDPF 2016-2020 should be implemented and strictly adhered to if
we want results of European level within the public institutions in our country.

4. Conclusions

At the present time, one can identify two levels of discussion, starting with
questions like: Where are we now? What is the current status? VS. Where we want to get?
What do we want?. And the answers are clear to both levels of discussion.
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The current state is that we lack a single set of rules, asingle regulatory framework,
because we have all sorts of multiple and different regulations with no common ground.
We don't have a clear, accurate, centralized and comparable of al occupied positionsin the
public sector.

We have a large number of institutional reorganizations, significant and extremely
visibly influenced the electoral cycle, which “conceals” all the time, political decisions
regarding appointments in various leadership positions, and not only, influencing both
recruitment and dismissal.

Training of public employees is focused rather on the form (attending a course,
Conference, study tour etc.) than on the merits (the development of a skills). Last but not
least, the remuneration of work done at a decent wage, as there are major discrepancies
between public institutions, sometimes within the same area of activity.

What would need to propose? A single legal framework with a set of principles
applicable to all public functions, an electronic national database on public functions to be
used in real time for al public authorities and institutions, strengthening the role of the
Ethics Adviser, a high wage level, and last but not least, create a legitimate link between
political and administrative level, to strengthen the accountability of the persons placed in
leadership positions and policy-makers regarding political decisions and public policy.

Therefore, if we want to strengthen the mechanisms of management of the integrity
of public institutions in Romaniato operate the proposed parameters, then all stakeholders,
of the Executive and legidation order should work together as transparently and
efficiently in order to achieve this goal.
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Rezumat: Lucrarea, intitulata ,,Managementul integritatii Tn institutiile publice din Romania”,
vizeaza, cu preponderenta, o cercetare documentard privind aspectele generale ale politicii de etica si
prevenire a coruptiei n institutiile publice, o condifie importanta In vederea consolidarii capacitasii
administrative a resursei umane si, nu in ultimul rénd, a unor bune practici de guvernare. Exercitarea
prerogativelor de putere publica de catre functionarii publici sau de catre intreg personalul din cadrul
administratiei publice din Romania, prin responsabilitate si operativitate Tn asigurarea serviciilor publice,
eficienta si eficacitate, transparentd, performanta, ca standarde etice si de integritate, pot deveni obiective
tangibile, apte sa consolideze climatul de Tncredere si de respect reciproc intre cetateni si institutiile publice
ale statului. Numai o administratie unde se doreste practicarea unor asemenea standarde este una care se
preocupa de propria sa calitate si de cresterea gradului de responsabilitate fata de cetateni.

Cuvinte-cheie: managementul institutiilor publice, integritate, administratie publica, functie
publica.

Clasificare JEL: H83, D73, H1.

1. Consideratii generale

Una din cele mai importante functii ale managementului este reprezentatd de
promovarea integritatii si prevenirea coruptiei, atat in sectorul public, cat si in sectorul
privat.

Prin exercitarea acestei functii de management se urmareste atét crearea, cat si
consolidarea unei culturi a integritatii. La randul ei, aceasta presupune un set de
reglementéri interne (precum audituri de ordin intern si extern), o serie de norme interne
Tnsusite, valori si obiective, precum si comportamente si practici general acceptate, care sa
ghideze modul in care personalul institutiei publice actioneaza in interior sau n relatiile cu
tertii.

Elaborarea si adoptarea de standarde si proceduri interne clare de prevenire a
coruptiei trebuie dublate de comportamente si atitudini adecvate in procesul de punere a
acestorain practicd, Tn activitatea zilnica. Prin urmare, accentul se pune pe ideauri, scopuri
si valori dezirabile, exemple personale, de corectitudine si angajament, responsabilitate
individuala fatd de serviciul public si interesul public.

Managementul prevenirii coruptiei nu este un scop in sine, ci are rolul de aasigura
buna functionare a institutiei publice, indeplinirea mandatului sau, in vederea cresterii
calitatii serviciilor publice si cresterii ncrederii beneficiarilor serviciilor publice in
institutia publica.

Viziunea de management trebuie legata numai de realitatea administrativa.

Pentru ca este vorba despre institutiile publice din Romania, aceasta functie este
subliniata prin Hotararea Guvernului nr. 525/2016 din 27 iulie 2016 prin care a fost
aprobata Strategia privind dezvoltarea functiei publice 2016 — 2020 (SDFP), care face
parte din categoria strategiilor tematice asumate de administratia publicd roméaneasca, ca
parte a efortului de imbunatatire a calitatii guvernarii, cu impact la nivelul Tntregii societati,
si care este prevazutd in Planul de actiuni pentru indeplinirea conditionalitatii ex-ante
privind existenta unui cadru strategic de politica pentru consolidarea eficientei
administrative a statelor membre, inclusiv reforma administratiei publice.

Ca orice strategie nationala aceasta prevede o serie de obiective care sunt corelate
cu obiectivele prevazute n alte documente de planificare strategica din domenii conexe, si
amintim aici Strategia privind mai buna reglementare 2014 - 2020 privind simplificarea
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legislatiei si obiectivele Strategiei Nationale de Aparare a Tarii pentru perioada 2015 -
2019 privind ntdrirea capacitatii administrative. Prin urmare, in cadrul acestui context
legislativ, administratiei i se circumscriu trei mari categorii de resurse umane, pe tot atatea
paliere, respectiv: politic, administrativ si executiv:

1. palierul politic este repezentat de catre persoanele numite sau alese in functii de
demnitate publica si functii asimilate acestora (inclusiv alesii locali), care au rol
decizional privind stabilirea obiectivelor si actiunilor de guvernare;

2. palierul administrativ este reprezentat de cdtre persoanele numite in functii
publice (de executie, de conducere si din categoria Tnaltilor functionari publici), Tn
urma parcurgerii unor proceduri specifice de recrutare si selectie, responsabilitatea
acestora fiind legata de exercitarea prerogativelor de putere publica, avand ca scop
Tndeplinirea programului de guvernare;

3. palierul executiv este reprezentat de persoanele care au raporturi de munca cu
autoritatile si institutiile publice si care constituie acea categorie dedicata
indeplinirii activitatilor care, in principiu, nu presupun exercitarea de prerogative de
putere publica, Tnsa contribuie la functionarea administratiei publice.

Fiecare dintre categoriile mentionate face obiectul unor reguli si responsabilitati
distincte Tn privinta gestionarii functiilor si raporturilor juridice nascute si exercitate n
indeplinirea acestora. Ins&, din punct de vedere statistic, studiile, analizele si rapoartele din
ultimii ani vizand resursa umana din administratia publica au concluzionat ca, din totalul
de 1.183.608 functii ocupate Tn sectorul public din Romania, doar aproximativ 10% sunt
functii publice din categoria celor gestionate de catre Agentia Nationald a Functionarilor
Publici (ANFP). In realitate, din cauza unor carente aparute din caracterul atét de
fragmentat al managementului si al lipsei unei evidente unice, informatii relevante despre
evolutiile recente, perspectiva ocuparii si profilul ocupantilor, sunt disponibile doar pentru
functia publicd, aspecte care se doresc a fi indreptate cat mai repede cu putintd, odatad cu
implementarea SDFP 2016-2020.

2. Standarde etice si de integritate in functia publica

La momentul actual putem vorbi de o administratie publicd in Romania care se
confrunta cu multiple deficiente Tn termeni de imagine, in primul rand, eficienta si
eficacitate, in plan secund, fiind acaparata de o cultura organizational& conservatoare, unde
primeaza latura formala a administratiei si este redusa preocuparea fata de impactul real al
actiunilor.

Totodata, am putea vorbi despre o administratie "inchisa", care coopereaza foarte
putin, spre deloc, cu mediul academic, societatea civila, mediul privat si partenerii sociali.
De unde stim asta? Fix din Raportul de Tard al Romaniei pentru 2016 (SVD, 2016),
elaborat de serviciile Comisiei Europene in februarie 2016, precum si din Recomandarea
Consiliului privind Programul National de Reforma al Romaniei pentru 2016, unde se
regaseste avizul Consiliului privind Programul de Convergenta al Romaniei pentru 2016
(COM, 2016), care conchide urmatoarele: ,,Aceasta eficacitate limitatd, alaturi de cazuri de
coruptie intélnite la toate nivelurile administratiei, constituie un obstacol in calea furnizarii
de servicii si afecteazd capacitatea de a pune in aplicare reforme structurale si de a
implementa politici in mod strategic si coordonat, precum si de a valorifica fondurile UE”.

La baza acestei ineficiente std atat slaba profesionalizare, cat si politizarea si lipsa
de responsabilizare a administratiei” (SVD, 2016; COM, 2016).

Astfel ¢, elaboratorii SDFP 2016-2020 au cuprins un set de actiuni si criterii, cu
termene-tintd, in vederea imbunatéatirii performantei profesionale, transparentei, prevenirii
coruptiei, integritatii si independentei politice in administratia publicd, pentru o perspectiva
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durabila a carierei, servicii publice mai bune si nu in ultimul rAnd imbunatatirea perceptiei
cetatenilor privind administratia.

Trebuie urmarita implementarea unor solutii durabile la principalele probleme ale
managementului resurselor umane din administratia publica, iar una dintre acestea o
reprezinta etica si integritatea.

Problematica integritatii in exercitarea functiilor publice din Roménia este
construita n jurul a trei componente principale si care se regasesc bine structurate in
privind conduita in exercitarea functiilor publice.

Exista o serie de criterii impuse de actele normative in vigoare aplicate si care pot
suporta modificari in sensul Tmbunatatirii lor, criterii prin care se poate evalua daca
managementul integritatii institutiei publice respecta standardele legale sau daca exista un
management proactiv, prin care sunt incorporate bune practici si chiar masuri
suplimentare.

Printre cele mai cunoscute criterii impuse prin legislatie Tn randul functionarilor
publici amintim Codul de conduitd si consiliere eticd, obligativitatea completarii
declaratiilor de avere si interese, declararea cadourilor, controlul intern managerial,
transparenta procesului decizional, accesul liber la informatiile de interes public,
procedurile disciplinare, achizitiile publice, procedurile disciplinare, formarea profesionala
combaterea birocratiei etc.

Chiar daca exista aceste obligativitati impuse de acte normative Tn vigoare,
nerespectarea normelor de etica si integritate Tn cadrul administratiei publice continua sa
reprezinte o problema.

Denumirea generica de ,,incident de integritate” este atat de populara deoarece sta
la baza oricdrui nou dosar in cercetare la Agentia Nationala de Integritate sau la Directia
Nationala Anticoruptie, care nu face altceva decat sa constituie si/sau confirme un esec al
managementului institutiei publice Tn prevenirea incidentelor de integritate.

Toate aceste dosare sunt aparute pe fondul masurilor preventive care nu au avut un
impact sistemic, fiind fragmentate si afectate de capacitatea insuficienta a institutiilor, de
lipsa competentelor personalului, precum si de lipsa de vointa politica la conducerea
institutiilor.

3. Ceputem face?

Aplicarea SDFP 2016-2020, in litera si spiritul ei, prin stabilirea unor obiective
specifice pornite de la varful institutiei, astfel incat conducerea institutiei publice sa
sprijine puternic, explicit, dar, mai aes, vizibil strategia interna de prevenire a coruptiei si
tocmai repezentantii conducerii sa reprezinte un model de conduita pentru angajati.

De asemenea, trebuie ntéritd capacitatea administratiei publice de a promova valori
precum cinstea, probitatea, onestitatea, prin cresterea transparentei si printr-o cultura a
responsabilitatii, prin actiuni, cu prioritate, Tn scopul scaderilor anuale succesive a
incidentelor de integritate.

Consolidarea statului de drept si intérirea rolului consilierului de etica, toate acestea
prin interventia asupra textelor normative actuale, cat si prin accesul la o formare
specializata obligatorie acestei categorii socio-profesionale, conform unui standard de
pregatire unic, stabilit de Agentia Nationala a Functionarilor Publici (ANFP), Tn consultare
CU persoanele interesate.

Desi, la momentul actual, consilierul de etica exista, el nu este vazut ca un
instrument-cheie in managementul integritatii. Tocmai de aceea, acesta ar putea reprezenta
fie o functie specifica, fie o calitate oficialda asimilata unei ocupatii, cu atributii predefinite
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si activitate distinctda de cea a functiei de baza, planificata si, mai aes, remunerata si
evaluata in mod corespunzator.

Este imperios necesar ca sistemul de formare si perfectionare profesionald a
functionarilor din administratie s& fie regandit; oportuna ar fi reinfiintarea Institutului
National pentru Administratie (INA), in vederea furnizarii de programe de formare cu un
curriculum standard, pe arii de competentd specifice, si care sa aiba relatii de colaborare
institutionala cu ANFP.

Totodatd, trebuie reanalizatd oportunitatea continuarii programelor de tipul Young
Proffesional Scheme, consilierilor de afaceri europene si bursierilor Guvernului Romaniei,
prin evaluarea eficientei functionarilor recrutati din cadrul acestor programe, care au ramas
in administrgie, know-how-ul acestora trebuie valorificat si transpus n viata de zi cu zi a
unei institutii publice.

Transparenta, echitatea si predictibilitatea in politicile salariale finantate din fonduri
publice reprezinta un aspect extrem de relevant al administratiei publice. Potrivit SDFP
2016-2020, "pana in 2020, diferenta procentuala intre salarii in platd pentru functii similare
va fi de cel mult 30%, urmand sa fie stabilitd mai clar o relatie directd intre venit si
performanta individuald si cea organizationald si sa fie eliminate sistemele specifice
anumitor sectoare”.

Pentru aceasta, trebuie elaborat si implementat cadrul metodologic pentru
transparenta, monitorizarea si controlul salarizdrii, sporurilor si a altor drepturi salariale in
domeniul functiei publice, care, evident, sa fie corelate cu revizuirea Legii Cadru Nr.
284/2010 privind salarizarea unitara a personalului platit din fonduri publice.

S-a vorbit mai mult sau mai putin despre avertizorul de integritate, un alt
instrument care ar putea fi aplicabil Tn cadrul managementului integritatii Tn sistemul
public din Romania, legiferat prin acte normative, indiferent ca lucreaza in sectorul public
sau privat.

Institutia avertizorului de integritate nu este foarte bine cunoscuta, chiar daca
Romaénia are o lege cu privire la avertizorii de integritate, urméarind protectia angajatilor
din sectorul public. Tnsa, cat de bine este legiferatd astfel incat personale care ar putea
semnala aspecte neconforme cu legea sa& nu sufere represalii administrative si politice?
Deoarece avertizorul poarta o povara psihologica si economica enorma, urmare a efectul ui
sesizarii.

Este foarte important sa se faca distinctia intre consilierul de etica din institutiile,
care trebuie s& existe n fiecare institutie publicd, ca si persoana desemnatd, cu atributii Tn
acest sens, sau existenta unui post cu astfel de atributii, si avertizorul de integritate care
poate fi oricine, nu este definit de un post, insd, in exercitarea functiei publice poate
denunta fapte care nu sunt conforme cu legea.

In anii ’90, Transparency International a elaborat documentul Pactele de
Integritate, ”ca instrument care poate contribui la reducerea riscului de coruptie si se poate
aplica numai prin asumarea angajamentului unei conduite integre de catre institutiile
statului si mediului de afaceri, dar si printr-o implicare activa a societatii civile in procesul
de monitorizare a achizitiilor publice’’(Transparency, 2015).

Acest instrument de lucru, cu o utilitate incontestabild, a fost elaborat cu scopul
sprijinirii guvernelor, societatii civile si mediului de afaceri in eforturile sporite de
prevenire a coruptiei in sectorul achizitiilor publice, reprezentand, practic, un acord semnat
intre autoritatile publice, in calitate de parti contractante, si companiile care participa la
licitatii, in calitatea lor de ofertanti.

Tncé din 2015, Transparency International si Comisia Europeana lucreaza impreuna
la un proiect-pilot pentru Tmbunatatirea masurilor antifrauda si anticoruptie n gestionarea
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fondurilor europene, prin intermediul Pactelor de Integritate, deoarece incidentele de
integritate pe componenta fonduri din bugetul european au fost in crestere.

Cu dlte cuvinte, SDFP 2016-2020 trebuie implementata si respectata cu strictete,
daca ne dorim rezultate de nivel european in cadrul institutiilor publice din tara noastra.

4. Concluzii

Tn momentul actual, se pot identifica doua paliere de discutie, pornind de la
intrebari de genul: Unde suntem acum? Care este stadiul actual? VS Unde vrem sa
ajungem? Ce ne propunem?. Si raspunsurile sunt elocvente pentru ambele paliere de
discutie.

Stadiul actual este acela ca ne lipseste un set unic de reguli, un cadru unic de
reglemetare, deoarece avem tot felul de reglementari multiple si diferite, fara a exista un
numitor comun.

Nu avem o evidenta clard, corectd, centralizatd si comparabild a tuturor functiilor
ocupate in sectorul public.

Avem un numar mare de reorganizari institutionale, semnificativ si extrem de
vizibil influentat de ciclul electoral, care tot timpul "mascheaza” decizii politice cu privire
la numirile in diferite functii de conducere si, nu numai, influenteaza atat recrutarea, cét si
disponibilizarea.

Formarea angajatilor publici este axatd, mai degraba, pe forma (participarea la un
curs, conferintd, vizita de studiu etc.) decat pe fond (dezvoltarea unei/unor competente).
Nu in ultimul rand, remunerarea muncii prestate la un nivel decent, deoarece exista
discrepante salariale majore ntre institutii publice, uneori din cadrul aceluiasi domeniu de
activitate.

Ce ar trebui sa ne propunem? Un cadrul legal unic, cu un set de principii aplicabile
tuturor functiilor publice, un sistem electronic national de evidentd a functiilor publice,
care sa fie utilizat n timp real de toate autoritatile si institutiile publice, Tntarirea rolului
consilierului etic, un nivel de salarizare ridicat si, nu in ultimul rand, crearea unei legaturi
legitime intre nivelul politic si administrativ, in vederea consolidarii responsabilitatii
persoanelor aflate in functii de conducere si a decidentilor politici, in ceea ce priveste
deciziile politice si cele de politici publice.

Prin urmare, daca vrem ca mecanismele de consolidare a managementului
integritatii in institutiile publice din Romania sa functioneze la parametrii propusi, atunci
toti factorii interesati, de ordin executiv si legislativ trebuie s& conlucreze cat mai
transparent si eficient, Th vederea atingerii acestui deziderat.
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innovation, of factors that contribute to the formation of an economy based on innovation. Later, we
researched the statistical data on the position of Moldova in terms of innovation, patent applications. We
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influence the dynamics of the country development and will accelerate the process of increasing the
competitiveness of the country.
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1. Introduction

Over recent decades a growing attention started to be given to investigation, to
innovation and to technology transfer in the wake of the structural transformations in the
economy and the alterations that had occurred in the economies of the world. This need
arises from the physical and mora deterioration of the techniques, equipment,
technol ogies, ideas and knowledge.

In this context, there is a necessity in companies to create something new, to
straighten the various problems arising on the market, to find viable solutions in order to
overcome obstacles appearing on the market. Therefore, creativity appears as a support on
the one hand and as a basic premise, on the other hand, in such away helping companies to
become more competitive on the market. Considering the fact that companies should
handle many different factors of externa influence, as well as to find speedy solutions to
emerging issues, to discern these factors or to take up strategies in order to overcome the
created disturbances.

In this context, there is a need in companies to create something new, to redress the
various problems arising in the market, to find viable solutions to overcome obstacles
appearing on the market. Thus, creativity appears as support, on the one hand, and the
basic premise, on the other hand, helping companies become more competitive on the
market. Given that the companies have to face several external influence factors, to find
quick solutions to problems and to perceive these factors or, to adopt strategies to
overcome the disturbances created by them.

2. Research metods

The research methodology was focused on use of the following methods: analysis,
synthesis, induction, deduction, logical method. All these methods have contributed to
promoting the research and highlighting the most important milestones of the research.

2.1. Innovation and its characteristic features
According to OECD, innovation is the global process of technological and
commercia creativity, the transfer of a new idea or a new concept until the final stage of a
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new product, a process or a service activity alowed on the market (12). Analysing this
definition, we can notice that creativity is a basic factor of innovation, a factor that
influences the generation process of new products and technologies. Consequently,
creativity is considered to be a vital part of generating the innovations. Therefore,
companies should be creative in taking up new directions, in implementing new strategies
in order to overcome obstacles and to increase the competitiveness.

Once the decision to innovate in organisations was made, the necessity to correlate
the process of innovation with the organisational objectives should be acknowledged. This
correlation helps enterprises to innovate those products and technologies that will help the
company to achieve the organisationa objectives. Thus, among the organisational
objectives we can differentiate such objectives as: increasing the market share by a certain
percentage, accession on new markets, increasing the notoriety, expanding the assortment
of products manufactured, reducing the defects, increasing the competitiveness of
enterprises.

Innovation, viewed as a whole, presents a complex process that has many
characteristic elements which determines its origins and which entaills a number of
beneficia effects on the organization. In Figure no. 1, we have presented the characteristic
elements of the innovation process.

.
eltis a disturbing element - due to innovation, weaknesses are highlighted and solutions are
found to overcome them

7

.
«ltis a factor of development - if innovation is correctly managed, then it helps to overcome
risks and contributes to the overall development of the enterprise

7

\
«ltis an effective model for organizations - due to innovation, business is reshaping and new
elements of business management model are applied

o

.

*|tis a creative force - due to innovation new products are created, new principles are
applied, new solutions are found to effectively manage the business

’

*Itis a source of competitive advantage of the organization - due to innovation, i

organizations become more competitive, they can become more efficient in order to achieve

the expected performance level. b

.\

*Itis a sustainability factor in business - innovation helps the organizations to become more
efficient and effective, to implement new standards and to improve their performance on
the market, thus ensuring a sustainable path in the economic field

) < € < < ¢

Figureno. 1. Characteristic elements of innovation
Source: elaborated by the author

Analysing the literature, especially researchers’ innovation studies, it should be
mentioned that to generate innovations we must have a series of premisesthat will generate
and help on creating new products, new technologies. Studying the research conducted by
Peter Drucker regarding innovation, we can mention that the researcher highlights a
number of sources of innovation. Among them Drucker highlights:

- Qurprise - which is produced by the success or the failure in the company activity
environment, and which contributes to the generation of innovations;
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- Inconsistencies — which appear when something is not satisfactory and there is a
need to generate something new;

- Despair - is peculiar to the enterprises that struggle with problems and need to
find a better solution in the shortest time;

- Outdated processes - within organizations, as time passes, the processes are
morally wearing out, and, of course, they require an improvement, a freshening;

- Lifestyle changes — the organizations need to adapt to new live conditions, to the
market activity; the organizations must be creative and generate innovations;

- Changes in attitude — together with consumers’ changing needs, along with
mutations in consumers’ attitudes, goods or services produced/provided by organizations,
they must adopt new products, methods and technologies to meet the customers’ demands;

- Discoveries - when new discoveries are made, organizations must create new
technologies, processes, management methods in order to implement them.

In addition to these prerequisites of innovation, we can also mention:

- The desire to have a competitive advantage — together with the need to survive on
the market, companies must find new solutions in order to persist and to improve their
market position;

- opportunities - once organizations observe market opportunities and transform
them into new ideas, new products, they generate innovations;

- the existence of a valuable human potential - when there is a valuable human
potential within the company who has the ability to generate something new, to transform
information into new ideas, products, technology, the innovation process occurs,

- the existence of an innovation potential — the innovation potential of an
organization, consisting of human, financial, informational, material resources, constitutes
abasic premise of generating the innovations;

- the existence of a culture of innovation - the culture of innovation is that complex
socio-cultural approach through which the organizations are prepared to generate and
absorb new ideas and turn them into innovations.

Due to the existence of a diverse range of premises of generating the innovation
process, innovation can be also classified in several different types, grouped according to
certain criteria.

The typology of innovation is schematically shown in Table no. 1.

Tableno. 1. Theinnovation typology

Criterion Typology

Depending on the | a Administrative innovation - which is based on changes in strategies, tactics,
type of change in | procedures adopted by the company. Thisinnovation can be divided into:

the enterprise - Marketing innovation - which is based on the implementation of a new marketing
strategy in order to better satisfy customer needs.

- organizational innovation - it is based on implementing a new company organizational
method or strategy, which is expected to increase competitiveness.

b. Technological innovation - is based on the introduction of a new process or
technology. This category is divided into:

- product innovation - is based on the generation of new products that will help enhance
the competitiveness of companies.

- process innovation - which is based on the introduction of new manufacturing
processes, new technological processes.

Depending on the | a Incremental innovation - this innovation involves implementing, adaptation,
novdty of the | simplifying, improving the existing production processes to a higher level.

rellting  product | b. Radical innovation — involves the innovation of new products, new technologies that
throughinnovation | have never existed on the market.

Source: adapted after Drucker P., 2006. Innovation and antrepreneur ship. Harper.
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An innovative enterprise is characterized by the following features:
a high degree of responsiveness to market disturbances,
high flexibility and a high degree of adaptation to new conditions, new
requirements;
increased ability to produce new products with low costs;
ability to integrate new technologies into production;
the ability to use the potential and to transform it into durable effects;
the ability to use existing advantages and generate new competitive advantages.

If to make a brief incursion into the competitive advantage of companies, then we
can highlight a number of competitive advantages such as:

- competitive advantage based on minimum costs - this explains that the company is
better than its competitors in the production, packaging, marketing, service, products
manufactured by the company, and ensuring aminimal cost per product. This competitive
advantage is currently one of the most necessary, because the companies currently, strive
to produce cheaper products than their competitors. Thus, this competitive advantage
contributes to enhancing the reputation of the organization, the conquest of new markets,
increased turnover and improved market position.

- the competitive advantage of differentiation or diversification — this competitive
advantage is to be founded in the fact that a company delivers products on the market
different from those that already exist, creating value for consumers. These companies that
have this competitive advantage abound permanently the market with new products and
with new features based on consumer requirements. Thus, firms are shaping their offer
based on consumer behaviour on that market.

- the competitive advantage based on strengthening the position of a particular
element — firms that have this advantage strive to deliver products, which, having certain
distinct characteristics, differentiate them from their competitors.

- the competitive advantage of flexibility — this advantage is owned by the those
companies that best manage to accommodate on the market, which better adapt themselves
to market conditions, market requirements.

- presence competitive advantage of the innovative culture — this competitive
advantage is present in those businesses in which innovative culture is present, i.e. that
socio-cultural complex system is present which contributes to the absorption of ideas and
generation of new innovations.

2.2. Innovation and competitive advantages for the Republic of Moldova

If we analyse the capacity of the Republic of Moldova to generate new innovations,
to implement new business ideas and to create competitive advantages in business, then we
should mention that enterprises in the country are currently in a crisis situation. Thus, this
situation conditions the emergence of innovations, because companies must find solutions
to improve the situation. Many companies must apply modern methods in order to ensure
viability. Therefore, domestic companies should be more receptive to new ideas, to have an
innovation culture that would help businesses create, issue new products and new
technol ogies on the market.

Domestic enterprises have the potential that must be exploited, which, if correctly
capitalized, will help enhance the competitiveness of enterprises.

If we analyse the innovation capacity of countries, then we must consider the number
of patent applications filed by each country. Therefore, in 2015, a record number of
applications were submitted for obtaining patents. Accordingly, there were about 218 000
applications submitted, 1,7% more than in the previous year. Data refer to the international
system of protection of inventions through the Patent Cooperation Treaty (PCT).
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This system of protection is most preferred by international companies. The United
States continues to be the largest patent applicant worldwide. American inventors have
filed more than 57 thousand applications for the protection of inventions in 2015, placing
the USA on the first place. Aggregate data regarding the positions of world states are
shown in Figure no. 3.

Filed Patent Applications
30,00%

25,00%

20,00%
15,00%
10,00%
5,00% F

Figureno. 3. Thenumber of patent applicationsfiled by world countries
Source: adapted by the author according to data international system of invention
protection (OECD)

From what we see, practically al countries, except Switzerland, are part of the G20.
Thus, we see that the level of filed patent applications, i.e. the level of innovation
generation within an economy depends on the level of economic development of the entire
country. From here, we can highlight the direct relationship between a developed economy
and a well-founded and shaped innovation system. We can mention that there is a direct
correlation between these two anaysed variables. The greatest powers of the world are the
most innovative, they are those that capitalize the innovation potential and generate new
innovations. We can mention that organizations and universities in the USA and Japan
have submitted amost half of the patent applicationsin the world.

The largest increase in the number of filed invention applications was recorded by
China (+16,8%), Korea (+11,5%) and Israel (+7,4%) compared to the previous year. A
decrease in the number of applicationsis referred to Finland (-12,1%), Canada (-7,2%) and
United States (-6,7%) compared to 2014 (OECD).

If we analyse the top of the most innovative universities According to the number of
applications for invention, eight of the top ten universities are from the United States, and
in the top 50 universities, most are located in the United States (24), followed by
universities from Asian countries (21) and Europe (5). The schematic representation of
these positionsis shown in Figure no. 4.
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Figureno. 4. Thenumber of patent applicationsfiled by universitiesworldwide
Source: adapted by the author according to data international system of invention
protection (OECD)

lon Tiganas considers that, unlike the situation in our country, it is noted that the
most important researches and the great science are fulfilled by the private sector or with
the help of its direct support. Large corporations understand the value of innovation for the
development of their business, continuing to invest in the search for the newest
technological solutions and to protect their rights on inventions (Moldova Suverana, 2017).

It is worth stressing that the only legal form of protection of rights on an invention is
its patent. Only, as a result of obtaining the patent, an innovative company, university or
academic institution will own certain intellectual property rights that would allow them to
use exclusively the invention, to be recipients of financial funds, resulting from the
implementation of the invention, and to prohibit the illegal exploitation of their invention
by any person. Despite this, the inventors from Moldova do not fully accomplish the
importance of legal registration of invention, neglecting this stage due to lack of time,
money or knowledge (AGEPI, 2015).

If we refer to the inventions from the Republic of Moldova, then we should mention
that in the last 5 years 786 inventions were implemented in Moldova generating a revenue
of 3.3 mil. Lei. Most patent applications filed by centres and universities from Moldova
were submitted by the following universities: the Institute of Genetics, Physiology and
Plant Protection, where 20 patent applications have been submitted, it obtained 24 titles of
protection; the Technical University of Moldova, with 16 filed applications and 19 patents
obtained; Moldova State University, with 20 filed applications and 13 patents obtained; the
University of Medicine and Pharmacy with 16 applications and 12 patents and the Institute
of Applied Physics of the Academy of Sciences of Moldova, with 14 filed applications and
11 patents obtained (AGEPI, 2015).

According to data provided by the State Agency for Intellectua Property (AGEPI) in
2014, the AGEPI received 297 patent applications of inventions, 12 fewer than in 2013.
Out of these, 223 applications originated from national applicants and 74 from strangers.
The decrease in 2014 in the number of patent applications is caused exclusively by the
decrease of national applicants’ interest to protect their creations by means of patents and,
in fact, this can be referred to the general extensive tendency, manifested through a
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downward trend of patenting activity by national applicants beginning with 2005 (AGEPI,
2015).

According to AGEPI, this state of affairs is due to severa factors, anong which we
can mention:

- insufficient responsiveness of the real sector of the national economy to the
innovative development, specifically to the capitalization of patented inventions, a
characteristic phenomenon for the whole period of transition to market economy;

- lack of a mature competitive environment, due to the monopolization of some
sectors of the national economy, which decreases the investment in innovation;

- insufficiency of effective incentives for the innovative development (AGEPI,
2015).

According to AGEPI, top 10 most active patent applicants in the field of inventions,
as in previous years, are represented by the universities as. SUM, TUM, N. Testemitanu
MPSU and institutions of science and innovations as the Institute of Genetics, Physiology
and Plant Protection - 18 filed applications, 16 issued patents; the Institute of Applied
Physics - 16 applications, 14 patents; the Institute of Chemistry - 12 applications, 13
patents; the Energy Institute - 10 applications, 4 patents; D. Ghitu Electronics, Engineering
and Nano Technologies Institute - 5 applications, 9 patents; the Institute of Microbiology
and Biotechnology - 6 applications ,7 patents; the Institute of Zoology - 5 applications, 5
patents. Consequently, out of the total number of applications submitted by national
applicants, 58% come from these institutions and only 1% from enterprises and
organizations (AGEPI, 2015).

3. Conclusions

From what is mentioned above, we must emphasi ze the need to generate innovations
that constitute the basis for a more flexible environment, for a more efficient environment
for businesses, institutions, universities from the country. Currently, firms are aready
aware of the need to generate new innovations and to implement them, to become better
and more competitive than their competitors.

In the present paper, an analysis of the importance of innovation as a source of
forming the competitive benefit/advantage for the economy of the Republic of Moldova is
carried out. Furthermore, the ways to get competitive advantage by a country are reviewed.
In addition, the data provided by the State Agency for Intellectual Property on Innovation
in the Republic of Moldova are interpreted and analyzed. The problems of this sector of
innovation in the Republic of Moldova have been outlined and for these issues the efforts
of the authorities should be strengthened in order to create opportunities for the
development and generation of innovations in the country. A problem raised by AGEPI
was the lack of motivation to generate innovations. This problem could be solved once the
state motivates the economic agents, the enterprises, the institutions to be innovative, to
offer some advantages to the most innovative economic agents in the national economy.
Another proposal would be to stimulate Moldovan universities to generate innovations, to
appreciate the work of researchers who apply for patent requests and to anayze these
reguests more urgently. These proposals would facilitate the generation of innovations and
provide the Republic of Moldova with competitive advantages.

Thus, the Republic of Moldova can survive thanks to competitive firms, due to the
ingtitutions that will capitalize their creative potential and which will prove that they can
ensure a safe and sustainable path of their activity.
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Rezumat: Tn prezenta lucrare am efectuat o cercetare teoretico-aplicativa a locului inovarii n

merviona ca am demarat in cercetare datd cu trecerea in revista a abordarilor teoretice ale inovarii, a
factorilor care contribuie la formarea unei economii bazate pe inovare. Ulterior, am cercetat datele
statistice privind poztia Moldovei la capitolul inovare, cereri de brevet. De asemenea, am cercetat cele mai
inovative tari din lume. Metodologia cercetarii s-a focusat pe utilizarea urmatoarelor metode: analiza,
sinteza, cercetarea calitativd, inductia, deductia, metoda logicd. Toate aceste metode au contribuit la
promovarea cercetarii si la evidentierea celor mai importante repere ale cercetdrii. In concluzii, putem
merviona ca Republica Moldova are nevoie de asi consolida eforturile la capitolul de transformare a
inovatiilor in noi produse inovative, in cereri de brevet. Acest lucru va influenta pozitiv dinamica dezvoltarii
tarii si va accelera procesul de sporire a competitivitatii tarii.

Cuvinte-cheie: avantaj competitiv, inovare, surse ale inovarii, brevet, universita inovative.

Clasificare JEL: 030, O34, 129, M19.

1. Introducere

In ultimul deceniu, in urma transformérilor structurale din economie, in urma
mutatiilor care au avut loc in economiile tarilor lumii, s-a Tnceput sa se acorde o0 atentie din
ce in ce mai mare cercetarii, inovarii, transferului tehnologic. Aceasta necesitate apare in
urmauzurii fizice si morale a tehnicii, utilajelor, tehnologiilor, ideilor, cunostintelor.

Tn acest context, apare necesitatea in cadrul firmelor de a crea ceva nou, de a
redresa diversele probleme care apar pe piaa, de a gasi solutii viabile de a trece peste
obstacolele care apar pe piaa. Asadar, creativitatea apare ca suport, pe de o parte, Si ca
premisa de baza, pe de altd parte, care ajuta firmele sa devina mai competitive pe piata. Dat
fiind faptul ca firmele trebuie sa faca fad mai multor factori de influentd externa, trebuie sa
gaseasca solutii rapide la problemele aparute, trebuie sda perceapd acesti factori ori sa
adopte strategii de depasire a perturbatiilor create de ei.

Astfdl, trebuie sa mentionam ca creativitatea ajuta firmele sa genereze idei noi, sa
devind mai eficiente, mai performante, mai competitive. Odata cu globalizarea, odata cu
schimbarile aparute pe taramul economic, necesitatea de a fi competitive pe piata este o
necesitate stringenta si o conditie vitala de supravietuire pe piata.

2. Metodologia cercetarii
Pentru a efectua aceasta lucrare au fost utilizate o serie de metode precum: analiza,
sinteza, analiza criticd, abstractia stiintifica.

2.1. Inovareasi elementele caracteristice ale e

Inovarea, potrivit OECD, reprezinta procesul global de creativitate tehnologica si
comerciald, transferul unei noi idei sau a unui nou concept pana la stadiul final al unui nou
produs, proces sau activitate de service acceptatd de piata (OECD, 2017). Din andliza
acestei definitii, putem observa ca creativitatea este un factor de baza al inovarii, un factor
care influenteaza procesul generdrii de noi produse, tehnologii. Creativitatea este
considerata un element vital al generarii inovatiilor. De aceea, firmele trebuie sa fie
creative in adoptarea de noi trasee, in implementarea de noi strategii de depasire a

......
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Odata luatd decizia de a inova, in cadrul organizatiilor trebuie constientizatd
necesitatea de a corela procesul de inovare cu obiectivele organizationale. Aceasta corelare
ajuta ntreprinderile sa inoveze acele produse, tehnologii, care vor ajuta firma sa-si atinga
obiectivele organizationale. Astfel, printre obiectivele organizationale putem deosebi
obiective, precum: cresterea cotei de piatd cu un anumit procent, accederea pe noi piete,
sporirea notorietatii, largirea sortimentului de produse fabricate, reducerea defectelor,
sporirea competitivitatii intreprinderii.

Inovarea, privitd Tn ansamblul ei, prezinta un proces complex, care are mai multe
elemente caracteristice, care 1i determinad sorgintea si din care deriva o serie de efecte
benefice asupra organizatiei. Tn Figura nr. 1 am redat elementele caracteristice ale
procesului de inovare.

*Este un element perturbator - datoritd inovarii se evidentiaza punctele slabe si se gasesc
solutiide a le depasi

+Este un factor de dezvoltare - daca inovarea este gestionata corect atunci ea contribuie la
deopasirea riscurilor si contribuie la dezvoltarea, in ansamblu, a intreprinderii

+Este un model eficient pentru organizatii - datorita inovarii se remodeleazd afacerea si se
aplica noi elemente ale modelului de gestiune a afacerii

*Este o forta creatoare - datoritd inovirii se creaza noi produse, se aplicd noi principii, se
gasesc noi solutii pentru gestionarea eficienta a afacerii

*Este o sursa a avantajului competitiv a organizatiei - datorita inovarii organizatiile devin
mai competitive, pot sa devina mai efiicente, sa atinga nivelul de performanta asteptat.
>

#Este un factor al durabilitatii in afaceri - inovarea ajuta organizatiile sa devina mai eficace si
mai efiicente, sa implementeze noi standarde si sa-si imbunatateasca prestatia pe piata,
astfel, asigurandu-si un traseu durabil pe taramul economic

Figuranr. 1. Elementele caracteristice ale inovarii
Sursa: elaborat de autor

Analizand literatura, cu precadere studiile cercetatorilor din domeniul inovarii,
trebuie sa mentiondm ca, pentru a genera inovaii, trebuie sa avem o serie de premise care
vor genera si contribui la crearea de noi produse, de noi tehnologii. Studiind cercetarile
efectuate de catre Peter Drucker in domeniul inovarii, putem mentiona ca cercetdtorul
evidentiaza o serie de de surse de inovare. Printre ele, Drucker evidentiaza:

- surpriza — care este produsd de un succes sau de un esec produs in mediul de
activitate al firmei, care contribuie la generarea de inovaii;

- discordanyele — care 1si fac aparitia in momentul in care ceva nu se potriveste si
apare necesitatea de a genera ceva nou,

- disperarea — este specifica intreprinderilor care se afld intr-o situatie problematica
si care trebuie sa gaseasca, in cel mai scurt timp, o solutie cat mai buna;

- procesel e invechite — in cadrul organizatiilor, odata cu trecerea timpului, procesele
se uzeaza moral si, bineinteles ca necesita o imbunatatire, o improspatare;

- modificarea stilului de viata — necesitatea de a se adapta la noile conditii de viata,
de activitate pe piata, organizatiile trebuie sa fie creative si sa genereze inovatii,
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- schimbarile de atitudine — odata cu schimbarea dorintelor consumatorilor, odata
cu mutgiile in atitudinea consumatorilor produselor sau serviciilor produse/prestate de
catre organizatii, ele trebuie sa adopte noi produse, metode, tehnologii pentru a satisface
dorintele clientilor;

- descoperirile — atunci cand se fac noi descoperiri organizaiile trebuie sa creeze
noi tehnologii, procese, metode managerile, pentru ale pune in aplicare (Drucker, 2006).

Pe langa aceste premise ale inovarii, mai mentionam:

- dorinta de a avea un avantajul competitiv - odata cu necesitatea de a se mentine
pe piaa, firmele trebuie s& gaseasca noi solutii pentru a ramane si a-si imbunatati pozitia
pe piata;

- oportunitafile — odata ce organizatiile observa oportunitatile pe pigd si le
tranforma n noi idei, noi produse, ele genereaza inovatii;

- existenta unui potential uman valoros — odata ce, Tn cadrul firmel, exista un
potential uman valoros, care are capacitatea de a genera ceva nou, de a transforma
informatia in noi idei, produse, tehnologii, se produce procesul de inovare;

- existenfa unui potential inovational — potentialul inovational al unei organizatii,
format din resursele umane, financiare, informaionale, materiale constituie o premisa de
baz& a generarii inovaiilor;

- existenta unei culturi inovationale — cultura inovaionala este acea abordare
complexa socio-culturald prin care organizatiile sunt pregdtite de a genera si absorbi noi
idei si de a le transforma Tn inovatii.

Data fiind existenta unel game variate de premise ale generarii procesului de
inovare, inovarea, de asemenea, se clasifica intr-o serie de tipologii distincte, grupate dupa
anumite criterii.

Tipologia inovarii este redata schematic in Tabelul nr. 1.

Tabelul nr. 1. Tipologia inovarii

Criteriul Tipologia
n fundtie de tipul a. Inovare administrativd - care se fundamenteaza pe schimbarile in strategiile,
de schimbare Tn tacticile, procedurile adoptate de intreprindere. Aceastd inovare se poate diviza in;
cadrul - inovare de marketing — care are la baza implementarea unei noi strategii de
Tntreprinderii marketing, Tn vederea satisfacerii mai bune a necesitatilor clientilor;

- inovare organizaionald - are la baza implementarea unei noi metode sau strategii
b. Inovare tehnologica — are la baza introducerea unui proces sau a unei tehnologii
noi. Aceasta categorie se divizeaza in:

- inovare de produs — se fundamenteaza pe generarea de noi produse, care vor
- inovare de proces — care se fundamenteaza pe introducerea de noi procedee de
fabricare, noi procese tehnologice.

In funcie de a. Inovarea incrementald — aceastd inovare presupune implementarea, adaptarea,
noutatea produsului | simplificarea, imbundtatirea proceselor de productie existente la un nivel superior.
rezultat prin b. Inovarea radicala — implicad inovarea de noi produse, noi tehnologii care nu au
inovare mai existat pe piga.

Sursa: adaptat dupa Drucker P., 2006. Innovation and antrepreneurship. Harper.

O Tntreprindere inovatoare se caracterizeaza prin urmatoarel e elemente:
un grad ridicat de receptivitate |a perturbatiile pietei;
flexibilitate ridicata Si un grad sporit de adaptare lanoi conditii, noi cerinte;
capacitatea sporita de a produce noi produse cu costuri reduse;
capacitatea de aintegra noi tehnologii in procesul de productie;
capacitatea de a utiliza potentialul si de a-| transformain efecte durabile;
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abilitatea de a utiliza avantajele existente si de a genera noi avantaje competitive.

Daca e sa facem o scurta incursiune asupra avantajelor competitive ale unei firme,
atunci putem evidentia o serie de avantaje competitive, precum:

- avantajul competitiv fundamentat pe costuri minime — acesta explica faptul ca
intreprinderea este mai bund decat concurentii sdi in producerea, ambalarea,
comercializarea, deservirea produselor fabricate de Tntreprindere, precum si asigurarea
unui cost minim pe produs. Acest avantgj competitiv este, actualmente, unul dintre cele
mai necesare pentru ca firmele se straduiesc sa produca produse mai ieftine decat cele ale
concurentilor sdi. Astfel, acest avantaj competitiv contribuie la sporirea notorietatii
organizatiei, la cucerirea de noi piete, la marirea cifrei de afaceri si la imbunatatirea
pozitiei pe piata.

- avantajul competitiv de diferentiere sau de diversificare — acest avantaj competitiv
se fundamenteaza prin faptul ca firma livreaza pe piata produse diferite de ceea ce exista
deja, generand vaoare pentru consumatori. Aceste firme care defin acest avantaj
competitiv abunda piata, in permanent, cu noi produse, cu noi caracteristici, in functie de
cerintele consumatorilor. Astfel, firmele isi modeleaza oferta Tn functie de comportamentul
consumatorilor de pe acea piata.

- avantajul competitiv pe baza consolidarii pozitiei unui anumit element — firmele
care dgin acest avantaj se straduiesc sa livreze produse care, prin anumite caracteristici
distincte, se diferentiaza de concurenti.

- avantajul competitiv de flexibilitate — acest avantg] este definut de acele companii
care, cel mai hine, reusesc sa se acomodeze pe piatd, care se adapteaza cel mai bine
conditiilor de pe piata, cerintelor pietei.

- avantajul competitiv de prezenta a culturii inovationale — acest avantaj competitiv
este prezent la acele intreprinderi In care este prezenta cultura inovationald, adica este
prezent acel sistem complex socio-cultural, care contribuie la absorbirea de idei si la
generarea de noi inovaii.

2.2. Inovarea si avantajele competitive pentru Republica M oldova

Dacd e sa analizam capacitatea Republicii Moldova de a genera noi inovatii, de a
implementa noi idei de afaceri si de a crea avantaje competitive in afaceri, atunci trebuie sa
mentiondm ca intreprinderile din tard se afla, actualmente, intr-o Situatie de criza. Astfel,
Situatia creatda conditioneaza aparitia de inovatii deoarece firmele trebuie s& gaseasca
solutii de redresare a situatiei. Multe companii trebuie sd aplice metode moderne in
vederea asigurarii viabilitatii. De aceea, companiile naionale trebuie sa fie mai receptive la
noi idei, sa aiba o cultura inovationald, care ar gjutaintreprinderile de a crea, de a scoate pe
piaa noi produse, noi tehnologii.

Tntreprinderile autohtone detin un potential care, odat3 valorificat corect, va contribui
la sporirea competitivitatii intreprinderilor.

Dacd e sd analizdm capacitatea de inovare a tarilor, atunci trebuie sa analizam
numarul de cereri de brevet depuse de catre fiecare tara. Astfel, Tn anul 2015 a fost depus
un numar record de cereri de obtinere a brevetelor de inventie. Astfel, au fost depuse circa
218000 de cereri, cu 1,7% mai mult decat Tn anul precedent. Datele se refera la sistemul
international de protectie a inventiilor prin intermediul Tratatului de cooperare Th domeniul
brevetelor (PCT).

Acest sistem de protectie este preferat de companiile internationale. Statele Unite
continua a fi cel mai mare solicitant de brevete la nivel mondial. Inventatorii americani au
depus doar Tn 2015, mai bine de 57000 de cereri de protectie a inventiilor, plasaind SUA pe
prima treaptd. Datele sintetice privind pozitiile statelor lumii sunt redate in Figuranr. 2.
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Cereri de brevet depuse
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Figuranr. 3. Numarul de cereri de brevet depuse de tarile lumii
Sursa: adaptat de autor dupa datele sistemului international de protectie al
inventiilor (OECD)

Din cate observam, practic toate tarile, cu exceptia Elvetiei, fac parte din G20.
Astfel, observam ca nivelul de cereri de brevet depuse, adicad nivelul de generare a
inovaiilor in cadrul unei economii, depinde de nivelul de dezvoltare economica a tarii, Tn
intregime. De aici, putem evidentia relatia directd dintre o economie dezvoltatd si un
sistem inovational bine fundamentat si conturat. Putem mentiona ca existd o corelatie
directad Tntre aceste doua variabile analizate. Cele mai mari puteri ale lumii sunt si cele mai
inovative, cele care valorifica potentialul inovational si care genereaza noi inovatii. Putem
mentiona cad organziatiile si universitatile din SUA si Japonia au depus, practic, jumatate
din cererile de brevet din lume.

Cea mai mare crestere a numarului cererilor de inventie depuse, Tn comparatie cu
anul precedent, a fost Tnregistrata de China (+16,8%), Coreea (+11,5%) si Israel (+7,4%).
O scadere a numarului de cereri a fost sesizata n cazul Finlandei (-12,1%), Canadel (-
7,2%) si Statelor Unite (-6,7%), in comparatie cu anul 2014 (OECD, 2014).

Daca e sa analizam topul celor mai inovative universitati, conform numarului de
cereri de inventie, opt din primele zece universitdti sunt din Statele Unite, iar in top 50
universitati, cele mai multe sunt localizate in Statele Unite (24), urmate de universitatile
din tarile din Asia (21) si Europa (5). Reprezentarea schematica a acestor pozitii sunt
redate in Figuranr. 4.
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Topul universitatilor inovative di
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Figuranr. 4. Numarul de cereri de brevet depuse de universitatile lumii
Sursa: adaptat de autor dupa datele sistemului international de protectie al inventiilor
(OECD)
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lon Tiganas este de parere ca, spre deosebire de situatia din tara noastra, se observa
ca marea stiinta si cele mai importante cercetari sunt realizate de catre mediul privat sau cu
sustinerea directd a acestuia. Marile corporatii au inteles valoarea inovatiilor pentru
dezvoltarea afacerilor lor, continuand sa investeasca Tn cautarea celor mai noi solutii
tehnologice si sa-si protejeze drepturile asupra inventiilor (Moldova Suverand, 2017).

Merita sa accentuam faptul ca singura forma juridica de protectie a drepturilor asupra
unel inventii este brevetarea acesteia. Doar Tn rezultatul obtinerii brevetului de inventie,
compania inovatoare, universitatea sau institutia academicd vor detine drepturi de
proprietate intelectuald, drepturi care le vor permite sa utilizeze Tn mod exclusiv inventia,
sa fie beneficiari ai mijloacelor financiare, rezultate din implementareainventiei, precum si
s interzica oricdrei persoane valorificarea ilegald a inventiei lor. In pofida acestui fapt,
inventatorii din Moldova nu realizeazd pe deplin importanta juridica a inregistrarii
inventiei, neglijand aceasta etapa din cauza lipsei de timp, bani sau cunostinte (AGEPI,
2015).

Daca e sa facem referire la inventiile din Republica Moldova, atunci trebuie sa
mentiondm cd, in ultimii 5 ani, in Republica Moldova au fost implementate 786 de
inventii, generand un venit de 3,3 mil. lei. Cele mai multe cereri de brevet depuse de cétre
centrele si universitatile din Moldova au fost depuse de urmatoarele universitati: Institutul
de Genetica, Fiziologie si Protectie a Plantelor, unde au fost depuse 20 cereri pentru brevet
de inventie, fiind obtinute 24 de titluri de protectie; Universitatea Tehnica din Moldova, cu
16 cereri depuse si 19 brevete obtinute; Universitatea de Stat din Moldova, cu 20 de cereri
depuse si 13 brevete obtinute; Universitatea de Medicina si Farmacie, cu 16 cereri si 12
brevete si Institutul de Fizica Aplicata al Academiei de Stiinta din Moldova, cu 14 cereri
depuse si 11 brevete obtinute (AGEPI, 2015).

Potrivit datelor Agentiei de Stat pentru Proprietatea Intelectuala (AGEPI) in anul
2014, la AGEPI au fost depuse 297 de cereri de brevetare a inventiilor, cu 12 mai putine
decét in anul 2013. Dintre acestea, 223 de cereri provin de la solicitantii nationali si 74 de
la cei strdini. Diminuarea, Tn anul 2014, a numarului cererilor de brevete de inventie este
cauzata, Tn mod exclusiv, de reducerea interesului solicitantilor nationali de a-si proteja
creatiile lor prin brevet de inventie si, in fond, se inscrie in tendinta generald de lunga
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duratd, ce se manifesta printr-un trend descendent al activitafii de brevetare de catre
solicitantii nationali, Tncepand cu anul 2005 (AGEPI, 2015).

Potrivit datelor AGEPI, aceasta stare a lucrurilor se datoreaza mai multor factori,
printre care mentionam:

- receptivitatea insuficientd a sectorului real al economiei nationale la dezvoltarea
inovationald, in mod special la valorificarea inventiilor brevetate, fenomen caracteristic
pentru toata perioada de tranzitie la economia de piata;

- lipsa unui mediu concurential matur, urmare a monopolizarii unor sectoare ale
economiel nationale, fapt ce diminueaza investitiile in inovare;

- insuficienta unor motivatii eficiente pentru dezvoltarea inovationala (AGEPI,
2015).

Potrivit datelor AGEPI, top 10 cei mai activi solicitanti in domeniul brevetarii
inventiilor, ca si Tn anii precedenti, s-au evidentiat institutiile universitare precum: USM,
UTM, USMF ,N. Testemitanu” si institutiile din sfera stiintei si inovarii: Institutul de
Geneticd, Fiziologie si Protectie a Plantelor - 18 cereri depuse, 16 brevete eliberate;
Institutul de Fizicd Aplicatd — 16 cereri, 14 brevete; Institutul de Chimie — 12 cereri, 13
brevete; Institutul de Energetica — 10 cereri, 4 brevete; Institutul de Inginerie Electronica si
Nano tehnologii ,,D. Ghitu” — 5 cereri, 9 brevete;, Institutul de Microbiologie si
Biotehnologie — 6 cereri, 7 brevete; Institutul de Zoologie — 5 cereri, 5 brevete. Astfel, din
numarul total de cereri depuse de solicitantii nationali, 58% provin de la aceste institutii si
doar 1% de la intreprinderi si organizatii (AGEPI, 2015).

3. Concluzii

Din acele mentionate anterior, trebuie sd accentuam necesitatea generarii de inovatii,
care constituie premise pentru un mediu mai flexibil, pentru un mediu mai eficient pentru
agenti economici, institutii, centre universitare din tard. La momentul actual, firmele dgja
constientizeaza necesitatea de a genera noi inovatii, de a le implementa, de a fi mai bun si
de adeveni mai competitiv decét concurentii.

Tn cadrul prezentei lucrari a fost efectuatd o analiza a importantei inovarii ca sursa a
formarii avantgjului competitiv pentru economia din Republica Moldova. La fel, au fost
trecute Tn revistd modalitatile de obtinere a avantajului competitiv de cétre o tara. Pe langa
aceasta, au fost interpretate datele Agentiei de Stat pentru Proprietatea Intelectuala privind
inovarea in Republica Moldova. Au fost conturate si problemele acestui sector al inovarii
dezvoltare si generare a inovatiilor in tard. O problema enuntatd de catre AGEPI a fost
lipsa motivatiilor de a genera inovatii. Aceastd problema ar putea fi solutionatd odata ce
statul ar motiva agentii economici, intreprinderile, institutiile sa fie inovative, sa ofere
avantaje pentru cei mai inovativi agenti economici din economia nationalad. O alta
propunere ar fi stimularea universitdtilor din Moldova de a genera inovatii, de a aprecia
munca cercetatorilor care vin cu cereri de brevet si de a analiza, cu prioritate, aceste cereri.
Aceste propuneri ar facilita generarea de inovatii si ar oferi Republicii Moldova avantaje
competitive.

Astfel, Republica Moldova poate supravietui datorita firmelor competitive, datorita
institutiilor care isi vor valorifica potentialul creativ si care vor dovedi ca pot sa-Si asigure
un traseu sigur si durabil activitatii sale.
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Abstract: Recruitment and integration at work are not enough if the organization "does not project
a long-term development design for each of the employees’, combining personal goals with those of the
organization. Throughout his career, the employee undergoes several stages of development and
professionalization. Sarting from the professional development analysis in their own company,
organizations face problems regarding the development and evolution of the employee’s career. It is not
wrong to make the statement that the responsibility is shared between the individual, as the main responsible
person for their development, and the organization, which through individual careers’ progress helps
optimize organizational life, performance and sustainable development. The objective of the focus group
research as investigation method was to outline the perception of the teaching staff in pre-university
education in Dambovita on the “professionalization” model of the teaching career. The sample of the
teaching staff in pre-university education, high school, on which the focus group research was conducted,
was made up 9 teachers with different expertise, seniority and qualification levels in education so as to
ensure representativity and lead to pertinent conclusions with regards to skills which teachers in pre-
university education should have in order to practice the teaching profession.

Keywords: competences, personality features, professionalization, professional standard, teaching
career.

Jel Classification: M530, J24.

1. Introduction

The teacher is a professional as he or she practices this occupation after having
taken a speciality education which gives him or her right to teach. This refers to a set of
specific competences which provide the teacher with the abilities needed to efficiently
perform instructive and educative activities. Professionalization is therefore approached as
a redefinition of the competences used in deploying quality educational practices (Onutz,
2011).

Most countries include in guidelines elaborated for initial training of teaching staff
alist of competences which they have to acquire. Norwegian regulations on teaching steff
training rely on the European Qualification Framework and stipulate what candidates must
know, understand and be able to undertake under the form of “learning results”. In
Belgium (Flemish Community), there are two elements which detail the basic competences
for debutant teachers and one element for experienced teachers. In Ireland, in addition to
the guidelines for providers of initial training for teaching staff, there are also the
professional conduct codes for teachers. In opposition, in Estonia, Latvia, Holland, Great
Britain and Romania, the competence frameworks are elaborated as professiona standards
for teaching staff. In Romania there are different standards for each teaching position
(European Commission/EACEA/Eurydice, 2015).

In Europe, the persons who aspire to become teachers attend a licensed academic
programme, with or without master’s degree included, depending on the level: pre-
elementary, lower secondary, upper secondary, post-secondary. The alternative routes to
become a qualified teacher — such as short-term re-professionalization programmes for
employed people who want to change their career - are not very popular in the European
countries.
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Throughout Europe admission to an initia training as a qualified teacher is
regulated by genera requirements regarding access to high or tertiary education and not by
criteria or examinations specific to future career. Only a third of the European countries
have in force specific selection methods such as skills tests or interviews on the motivation
of the candidates to become teachers. Over the past years cooperation between universities
has consolidated in terms of students’ admission to initial training as qualified teacher so as
to ensure more consistently the minimal requirements provided for admission to specific
study programmes, as indicated in the Table no. 1 below.

Tableno. 1. Selection methods/criteria for accessto initial teacher education.
Pre-primary, primary and general (lower and upper secondary) education, 2011/12

Certificate of final examination of upper secondary X XX | X
education
Performance at upper secondary level X X X X
A general entrance examination to tertiary education X X
Performance at bachelor level X X X X
A (written or oral) examination specifically for X
admission to teacher education
An interview specifically for admission to teacher X
education
Literacy and numeracy tests

DK |PT |RO |SK |F

Source: made by authors with data from European Commission/EACEA/Eurydice, 2013.
X - Decided at institutional level
XX - Decided at the level of the education authority

Initial, pedagogical training in Romania had many forms of which we can mention:
training teachers who work in pre-school and primary school, training specialist subject
teachers, training of specialists in educational sciences. Obtaining a teaching position
depends on completing a specialized degree (licence and master level) and pedagogical
training which can be undergone in parallel or subsequently, prospective teachers being
required to go through the stage of pedagogical training organized by the Departments of
Teacher Training (DTT). Certification for the teaching profession can be achieved at two
levels, namely: @) Level I: university graduates can apply for teaching positions at pre-
university level provided they have previously accumulated a minimum of 30 transferable
credits in a pedagogical studies program; b) Level 11 university graduates can apply for
teaching positions at pre- and university level provided they have previously accumulated a
minimum of 60 transferable credits in a pedagogical studies program, and they have
obtained a master’s degree in their specialty field.

The investigative process regarding the further professional development of the
teaching career is based on the utilisation of the qualitative investigation methods.

1.1. Documentary analysis

Through this method the respective regulations, reports and studies referring to the
professionalization of the teaching career have been studied (teaching profession’s
standards, teaching profession’s competences, methodologies, occupational standards), as
well as studies and analyses regarding the teaching profession in Europe, done by the
European Commission/EACEA/Euridice, Teacher Professionalization and Teacher
Commitment, A multilevel analysis, national center for educagion statistics, etc. All of
these have led to the following conclusions:
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The compentences of the teaching profession are not limited only to the basic
teaching acitivity, which is based on new knowloedge

The ideal of teaching profession is made up of not only standardized, but aso
unstandardized compentnces

The specialized compentences do not limit only to knowledge gained during
Universitary development, they have to pe extended during the professional and persona
development.

The occupational standard of the teaching profession requires modifications as
far as introducing a new set of performance criteria is concerned, one adapted to novelty
and change.

1.2. The objectivesand the hypothesis

In order to identify options of teaching staff in pre-university education in relation
to professionalization of the teaching career, especialy for initia training, focus group
research (Krueger and Casey, 2005) was used as an investigation method. Our
investigative demarche materialized in one focus group with teachers from secondary
school, from Economic High School from Targoviste. The focus groups were constructed
based on the following selection criteria: a - relevant experience in relation to the research
topic; b — subjects’ homogeneity: status, occupation, education level, etc., which allowed
free expression and highlighted a range of different experiences in this occupationa
category.

The objectives focused on collecting data concerning experiences, beliefs, values
and attitudes related to:

Identification of the perception of persons interviewed on the
“professionalization” of the teaching career.

Statement on the role and the importance of the Professional Standard for the
teaching career.

Identification of the competences specific to teaching profession.

The qualitative research about the professionalization of the teaching career started
from the following hypotheses:

The professionalizing of teaching career involves activities based on rules and
constraints.

The professional Standard for the teaching career is a unitary model based on
genera skills.

The professionalization of the teaching career outgrows the vocational stage, and
is based on compentences and knowledge gained during the Initial Formation — Continuous
Formation path

The performance of the teacher relies on self confidence and trust in the
individual’s professional competences, on solving problems, tensed or conflictual, and on
the ability to manage tipical or atipical situations

1.3. Selecting the Sample

In Dé@mbovita county there are 30 technological, theoretica and vocational
highschools. The number of teachers who teach a these schools is 1248
(http://statistici.insse.ro). lon Ghica Economical College in Téargoviste is a prestigious
school with 81 teachers, out of which more than half already have an expertise on various
activity domains (perfecting teaching staff report). Their repartition on curricular areas is
shown in the table below:

Tableno. 2. Therepartition of teacherson curricular areas
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No. Curricular area Number of teachers

1 Technological 37

2. Language and communication 17

3. Mathematics and Sciences 10

4 Man and Society 17

Source: made by authors using data from the school statistics

The status of the contionuous improvement, divided by subjects, for the 81 teachers
is represented in the table below:

Tableno. 3. Continuous improvement at 1on Ghica Economical College

No. Subj ect No grade Fina 2nd Grade | 1st Grade PhD
teaching
exam

1. Romanian 1 3 1 2
Language and
Literature

English

=W
N
=

French 1

German 1

Mathematics

Physics

Chemistry

History 1

Geography

Blo|o|~Njo|u|swin
H
RPWEFEFFRINO

Humanistic and 1 1 1
Socia Sciences

11. Sport 1

12. Religion 1

RN

13. Biology

14. | Technological area 5 9 3 17 3

Source: made by authors using data from the school statistics
Based on the years of practice, the status of the 81 teachersis:

Table no.4. Theteachers status based on the years of practice

Subject/years of 1-6 | 6-10 | 10-14 | 14- | 18 | 22- | 25- | 30- | 35 | >40
practice 18 22 25 30 35 40
Romanian Language | 1 4 1 1
and Literature
English 1 1 1 1
French 1 2 1 1
German 1
Mathematics 1 1 2 2
Physics 1 1
Chemistry 1 1
History 1 1
Geography 1 1 1
Humanistic and 2 2 1 1
Socia Sciences
Sport 1 1
Religion 2 1
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Biology

1

Technological area 8 4

5

5 2

Source: made by authors using data from the school statistics

The situation of the transferrable credits, obtained attending accredited perfecting
programmes in 2016, at a college level, is presented in the table below:

Tableno. 5. The transferrable credits’ situation for 2016

Subject Number of transferrable creditsin 2016
0 5-30 30-55 55-80 | 80-100 | >100

Romanian Language and Literature 1
English 1
French 1 1
German
Mathematics 2 1
Physics 1
Chemistry
History 2
Geography 1
Humaninstic and Social Sciences 1
Sport
Religion
Biology 1
Technological area 7 1 2 8

Source: made by authors using data from the CCD statistics

The recruiting of participants to the focus group took place in two stages.
interviews face to face, applied by the interview moderator
over-the-phone interviews checking recruiting criteria and confirming the
participation to the group sessions.
The sample of the teaching staff in pre-university education, high school, on which
the focus group research was conducted, was made up of 9 teachers with different
experience in education, as shown in the table 6 below.

Tableno. 6. Teaching staff sample

No. Specialisation Seniority in | Qualification Position
education Level
1 Economic, administrative, 36 PhD Manager, CNDIPT inspector
trade and services/Trade
and services
Foreign Languages 3 Permanent | Teacher
Romanian Language and 12 I Teacher
Literature
History 17 I Teacher
5. Economic, administrative, 17 I QA Manager, curriculum
trade and services/Trade author
and services
6. Economic, administrative, 0 debutant Teacher
mail services
7. Philosophy 12 I Deputy Manager in charge of

projects and programmes
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8. Religion 27 Permanent | Teacher
9 Chemistry 10 I Teacher

Source: made by authors using data from the focus-group sample

In selection of the teaching staff account was taken of the curriculum, seniority in
education and improvement level attained. Optimal combination of teaching experiences
was therefore ensured. | took into consideration the weight of different curricular areas in
the teaching staff’s total, as well as the qualification level, the number of years spent in the
teaching process and the perfecting grade achieved by each individual. | took into
consideration the weight of curricular areas in the total number of teachers, the
qualification level, the number of years of practice in the teaching process and the
perfecting grade achieved by the individuals. Due to the chosen subject -
Professionalization of the teaching career in the pre-universitary system — a homogeneous
group has been formed, through the attendance of various teachers, as table 6 shows.

1.4. Built character
The entire socia context, in which the data was collected, has been built as such:
the space has been built and the time has been built.

1.5. Focused and structured character

The discussion has been strongly focused on the subject at hand, especially on
several of its aspects such as. identifying the competences that are in relation to the
professionalization of the teaching career; providing a sustainable ideal for the teaching
career; stating certain measures aimed to improve the results and performance of the
teaching staff in the pre-universitary system.

1.6. Theleader/moder ator
The discussion has been led by an impartial moderator, which stimulated the
participants to communicate with one another, achieving a multidirectional dialogue.

1.7. The purpose was collecting data regarding the experiences, beliefs, attitudes
etc. regarding the necessity of a professionalization ideal of the teaching career, an ideal
which would ensure a performance growth in the pre-universitary system

2. Results

In the pre-sessions of the focus group, we insisted on convincing participants that
we are interested in the diversity of their experiences and opinions, not in consensus, and
that we want to prevent the manifestation of certain psychological phenomena that may
affect validity, such as compliance and self-censorship.

| Question 1. Define the teaching profession and state the competence areas of the teacher

The teachers interviewed consider the teaching profession as a “multitude of
knowledge and competences presented and organized in a professional system”, more
precisely a Professional Standard methodically acquired and organized by scientific
principles  (Gliga, 2002). According to the  Occupational Standard
(http://www.anc.edu.ro/upl oads/ SO/Profesor%20gi mnazi u%20-%20liceu.pdf), they call it
the occupation of lower secondary — upper secondary teacher, the teacher is the teaching
person who addresses pupils falling under the 10 — 18 age group, which corresponds to the
cycles development, observation and orientation, thoroughgoing study, specialization. The
competence areas presented by respondents are shown in the Figure no. 1 below.
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Communication Curriculum
School — Family - Professional
chool = ramily Competence Areas Devel t
Society Relation evelopmen

-~ N

Training pupils Evaluation

Figureno.1l. The competence ar eas presented by respondents
Source: made by authors using data from the focus-group sample

According to the Occupational Standard, each competence area finds as
correspondent a competence unit based on performance criteria, a range of variables and
concise evaluation guidelines.

| Question 2. State what you consider to be essentia for the teaching career

For a long time the teaching activity has relied on the freedom of action,
improvisation and creativity. Keeping the creative and the innovative element, it is of
paramount important to go from the traditional teacher to the expert teacher, adapted to a
continuously changing society. Another interviewed person considers vital for the teaching
profession: “all aptitudes and values which compose career professionalism, more exactly
the professional consciousness”. The teacher plays several parts at the same time, has the
specialty expertise for at least two different domains. According to Romanian Occupation
Classification COR 2016 “http://www.rubinian.com/cor_4_grupa_baza.php?id=233”, the
teacher in the secondary education teaches one or severa disciplines at secondary level,
excluding the disciplines meant to prepare the pupils towards employment in various
professional fields.
| Question 3. What do you understand by teaching profession model ? |

Considering the specificity of the educational activity, all people interviewed
consider difficult achieving a teaching profession model. The teaching activity relies on
repetitive situations which develop rapidly and efficiently, starting from actud
experiences, of the one hand, and on new didactical situations, not encountered on a
regular basis, of the one hand, situations for which the teacher needs to think, investigate,
research etc in order to find solutions. In respect of the Professional Standards, the
unanimous opinion is that they have to be detailed, normatively exact, rigid, sometimes
constrainable in performing activities in class. The heuristic and creative spirit is
sometimes obstructed. One of the respondents suggests that this fact imposes devel opment
of the capacity of the teacher to adapt to new situations, to mobilise all knowledge and
competences in order to adapt to particular contexts and to solve multiple issues. The
expression “outside the box” is quite fitting here, it prescribes the limits of the teaching
career (Illich, 1971).
| Question 4. State 10 competences which are important to practice the teaching profession |

In respect of the competences specific to the teaching profession, the respondents
have identified, upon moderator’s request, 10 of the most important competence areas, as
indicated in the Table no. 7 below.
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Tableno.7. Competence ar eas

Competenced/Attribute Very Rather Neutral Not
Granted important | important | (Neither-Nor) | important

Prgj ects teaching activity 9

Carry out quality teaching activity 9

Evaluatestheresults of learning 9

Has an irreproachable professional 9

conduct

Creates a working environment 6 3

which favourslearning, a proper
emotional teacher-pupil
relationship
M aster sthe speciality terminology 7 2
(knowsthe area/discipline taught
very well)
Isupdated on thelatest newsin the 4 4 1
specialty domain
Developsthrough experiencesand 4 3 2
continuous professional training
Has cultural and social 3 3 3
competenceswhich are
appropriateto current society
Performs organizational and 3 3 2 1
administrative duties
Source: made by authors with data from the focus-group sample

All respondents agree with the fact that the teaching profession means thoroughly
selected persons and requires a long period of professional training in the personality area.
The teaching staff’s continuous training standards establish a list of competences specific
to each category, synoptically presented in the Figure no. 2 below.

Communication Methodological
and relation /

’

Evaluation of pupils

Technical and — performances

Technological
)/ \

,
Psychological and Career
social management
\,

Figureno. 2. List of competences
Source: made by authors using data from the focus-group sample

Question 5. Make improvement suggestions which you consider to professionalize
teaching career
With regards to professionalization of the teaching career, the respondents’ answers
were grouped as shown in the Table no. 8 below.

Table no.8. Suggestions on improvements
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Suggestions on improvements Number of
respondents
Periodical revision of norms, methodologies and legidation in line with the 4

dynamic of the society

Coherence and harmonization of the educational legislation

Greater devel opment opportunities and continuous improvement

Allowing access to modern teaching resources

OO N|©

Motivating human resources, regaining the professiona prestige and dignity of
the teaching career

Evaluation of the teaching staff by relevant, objective and unanimously 5
accepted criteria

Source: made by authors using data from the focus-group sample

3. Conclusions

Respecting the specificity of the educative activity, professionalization of the
teaching career isvital. The professionalism of the teacher does not come down to a series
of individual competences specific to a strict specialization. In addition to mastering a
volume of knowledge which needs to be continuously updated, it is necessary to develop
some abilities and personality features to enable capitalization of the pupil’s potential. The
initial and continuous training needs to ensure the teacher’s compliance with all and any
situations in the teaching endeavour. A good performance of the teacher relies on self-
confidence and confidence in his or her professional competences, on solving difficult
situations, tensed or conflictual ones, on the capacity to manage typical or atypical
situations. The improvement programmes trigger newness both in specialty and in valid or
possible solutions to new situations developed by the contemporary society and which
influence the behaviour of the pupils. The activity of the teaching staff goes beyond the
vocation stage and relies on competences and knowledge accumulated throughout the
Initial Training — Continuous Professional Training path. A teaching profession model
must include both standardized and non-standardized competences. The legitimization of
the teaching profession among social activities and professions rely on the elaboration of a
unitary teaching profession model and teaching profession standards. Competences and
activity categories in the Teaching Position Standard require some improvements,
especialy outside the sphere of introducing a new set of performance criteria adapted to
new and progress.

The participants have concluded that a professionalization ideal of the teaching
career is important for this profession. Due to the fact that the answer was avoided on a
personal matter, the fact that the interviewed teachers act as a result of their experience,
accumulated in time, is deduced. They are aware of the terminology, competences that a
teacher should own, but talking of a professional ideal, the conversation steers away from a
strict answer. There is, however a perception overlap of the professionalization ideal with
the teaching profession’s standard.

The actual research proves that, although progress has been made as far as the
perfecting of the teaching staff is concerned and notable results were obtained, which led
to an increase in the teachers’ performance, the professionalization of the teaching staff
still stands at a theoretical level. During the initial and continuous formation, no actual
competences are targeted, competences that should be in precise professional standards,
and therefore applicable to the current status of the educational system.
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Abstract: For any organization, performance is highly appreciated, generally speaking, in relation
to the degree of achievement of objectives towards which it has channeled all its efforts. Sarting from the
classical theory in which the human resource is the most important resource at the base of every
organization, it can be said that an important place in the dimensional performances comes from human
capital, in relation to the level of knowledge held, but also the satisfaction and motivation gained from
working. In the last few years the idea that an organization's performance depends to a greater extent on
internal factors (that generate competitive advantages) started to stand out more than the external ones. In
this context, intellectual capital plays a huge role in the organizational performances sizing, seen through
three big components : human capital, relational capital and structural capital.

Keywords: organizational performances, human resources, intellectual capital, competitive
advantages.

JEL Classification: O34.

1. Introduction

" The empires of the future are the empires of the mind"
Winston Chur chill

Worldwide, in case of a fierce competition, any organizational entity must show a
highly performant activity, that can generate viability and, at the same time sustainability
at the market level.

Today human intelligence plays an essential role in the organizations wealth. To
transpose it into practice and benefit from the results is a constant challenge.The
intellectual capital and all that it assumes, knowledge, informations, experience,
intellectual property, even though we can only find it partially in the anual balance shest, it
Is a source of sustainable advantage in the competitive scene generating new strengthsin a
world of perpetual changes.

The real market value of a company depends highly on the way it evaluates and
quantifies its intangible assets, which in many cases are the main source of income for
modern organizations.The relationship between tangible and intangible assets is
incontestable at an organizational level, but it appears that in the context of a new
economy, based on knowledge, the intangible ones have an essential role to play in the
growth of the tangible assets.

2. Organizational performance dimensions

Performance, as a concept, has many meanings. One of them, fairly comprehensive,
describes performance as ,,a special result achieved in the management field, economics,
comercial etc., that involves efficiency, effectiveness and competitiveness of companies and
their procedural and structural behaviors'. As for another approach, performance is
represented by ,,that level of the best results achieved".

At a microeconomic level, performance is tightly bound to a series of concepts,
like: productivity, efficiency, efficacity and rentability. Productivity is defined by
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comparing the effects obtained with efforts deployed in this regard, the assessment being
made globally, as a whole or partialy representing production factors. Eficiency means to
achieve certain results pre-established with a minimum consumption of resources but,
effectiveness only aims at the size of activity results of the organization, being represented
by the relation between the obtained result and the target to reach.

In some cases, performance is viewed through the prism of profitability, the overall
outcome of the entire organization's activity, generated by the material capital, financial
and intellectual, resulting in profit.

Performance of an organization has the following dimensions:

- financial performance, given by a series of economic-specific indicators (cash
flows, added value, return of capital/hired actives, floating capital, etc.). Knowledge of the
financia performance of a company is of high interest, especially for the investors, both
actual and potential, becauseit reflects how the organization produces value;

- marketing performance, generated by the fact that the active marketing principle
are the clients, followed by brand equity, both actives generating value for the organization
and the stakeholders. For these reasons it is considered that the assessment and
quantification of marketing performance is a strategic priority at a organization level,
under every aspect: customer relationship management, marketing effectiveness,
distribution chain, etc.;

- human resource performance, a relatively complex dimension, amed at
measuring employees results and their behavior a an organizationa level. The
measurements based on results hold the risk of being affected by the outcome of teamwork
or other factors that can't be controlled by the employee. From a behavioral standpoint,
human resource performance measurement involves identifying the abilities needed for the
progress of some activities and the defining standards that can perfectly describe the levels
of performance.

- human resources performance consists of evaluating what the employees have
obtained, respectively results, but also the manner in which they have obtained them;

- intangible performance, difficult to evaluate and quantify, it's generated by
intangible assets (intellectual capital), that, according to speciaists in the field, have a
highly superior contribution to the whole performance of the organization, than the
tangible assets

- social performance and environmental, that dimension of performance which has
as its core that every organisation must evaluate its performance not only towards the
directly interested parties, but also towards the local communities and environment. Social
performance hints at the impact of the organization towards communites in which it
conducts its business and environmental performance targets used resources and
environmental impact.

There are some interconditioned relations between the introduced performance
forms, the main determining factors being linked to: the skills and knowledge of
employees, organizational climate, work relationship, extrinsic motivation, but also
rewards and promotion. Evaluating the performance of an organization isn't about limiting
to a series of financial-economic indicators.Both financial and operational performance are
done "with people and through people”. As it stands, the interest for performance is
different for stakeholders:managerial staff is interested in performance as a whole inside
the organization, staff stability, return of investment (ROI), customer service quality etc.

Quantifying organizational performance aroused the interest of different specialists
in the field.Thus, they developed a series of models regarding sizing organizational
performance, such as: The Balanced Scorecard (Kaplan and Norton), The Performance
Prism (Kennerley and Neely), Matriceal-model of performance (D.P. Keegan, R.G. Eiler
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and C.R Jones), SMART Pyramid (Lynch and Cross), Results and Determinants
Framework (Fitzgerad), The EFQM Business Excellence Moddl etc. In this presentation
we will focus on two of these models, both quite relevant for the entire organizational
performance eval uation process.

a. Balanced Scorecad - BSC developed by R. Kaplan and D. Norton in 1992, has at
base two ideas:

- long-term success of an organization depends on the degree of satisfaction of
expectations of three categories of stakeholders: shareholders, customers and employees:

- the existence of interdependencies between these categories. attitude and
behavior of the employee have a big impact on the degree of satisfaction of consumers,
consumer attitudes and behaviors influence the satisfaction of shareholders, which in turn
affects employee satisfaction.

The Balanced Scorecard measures organizational performance from four different
perspectives:

financial, targets financial organizational objectives, measuring financial
success of the organization;

clients, amed at specific objectives, such asimarket share, customer
satisfaction;

internal processes, aimed at internal operational objectives, highlighting the
key processes to meet the customers requirements;

learning and growth (development), targeting the intangible factors,
determinants of future success: human capital, organizational capital, informational capital,
organizational culture etc.

Later on this model was improved, especialy regarding the learning and growth
perspective, developers identifying three components from it: organizational capital
(organizational culture, leadership, knowledger management); informational capital (
technologic infrastructure, information systems, networks, etc.) and human capita
(abilities, knowledge, skills). Also, it endured a series of criticism mainly related to
financial measures that do not fully reflect the current activities that add value.

Tableno. 1. Balanced Scorecard — main axes and indicators

No. AXES INDICATORS
FINANCIAL PERSPECTIVE:
- Activities growth; - Growth of salesfigure;
- Increase in operating profit; - Variation of operational profit;
- Compliance with the return rate on adequate | - Rate of recovery for invested capital;
capital; - Variation of financial spendings;
- Lower financia spendings; - Indirect spendings/net sales

- Improve of operational performance;
- Lower indirect expenses.

2. CLIENT PERSPECTIVE: - New clients %;
- Increasein client mass; - Salesfigure from new clients;
- Customer loyalty; - Clientslost;
- Image development. - Sales growth from customer loyalty;
- Client evaluation result.
3. INTERNAL PROCESS PERSPECTIVE - Market share;
- Development of strategical segments; - Number of new products;
- Development of innovative processes; - Litigations, complaints;
- Quadlity; - Delays, crimes.
- Compliance with legidation.
4, LEARNING AND GROWTH PERSPECTIVE: - Coverage of key positions;

- Development of competences; - Numarul personalului Tnalt calificat;
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- Staff training; - Delays— missing informations.
- Databases.
Source: processed by authors

Although it was frequently used in quantifying organizational performances, this
model has a number of drawbacks, mainly related to human resources and employee
satisfaction, also the impact on environment and therefore on society as awhole.

b. The EFQM Business Excellence Model begins from assuming that the overall
performance of the organization, the results of the human resources and clients, at society
level as a whole are generated by the management of the organization and its capacity to
develop and implement the strategy overall, efficiently managing its resources.

The fundamental concepts that are at the base of EFQM are

achieving some balanced results, namely the development of a set of
indicators by which the management can monitorize the progress towards the vision,
mission and strategy of the organization;

adding value for customers, anticipating their needs and expectations, even
through involving in designing products and services;

leadership based on vision, inspiration and integrity, focusing on leadership,
the speed needed to react and adapt towards ensuring the success of the organization;

management of processes, in order to obtain balanced and durable results;

achieving success through people, valorifying them so they can rely on the
commitment and loyalty of human resources,

promoting creativity and innovation in order to increase performance level,
considering al stakeholders that are interested sources of creation and innovation;

creating partnerships with customers, suppliers, non-governmental
organization, with society as awhole;

taking responsability for a sustainable future, effectively managing the
impact of the organization towards the environment and communities to aspire to
sustainable, social and environmental economic development.

According to the model, the decisive factors are:

leadership, in terms of leaders that can shape the future of the organization,
promote a culture of excellence, effectively manages changes and ansures organizational
flexibility;

personnel, in terms of harmonizing the interests of the organization with the
interests and expectations of employees, in order to increase the degree of motivation and
commitment towards the organization;

strategy, in terms of developing an overall strategy, flexible, in tune with the
interests of shareholders, keeping an eye on the organizational capacities that ensure
economic sustainability, social and environmental;

partnerships and resources targeting harmonisation of interests of
stakehol ders towards achieving organizational goals;

processes, products and services ment to efficiently manage organizational
processes towards generating products and/or services that can satisfy customers demands.

All these models, advantages and limitations, involves improvements to meet
current changes, both interna environment, as well as the external environment of the
organization. Assessment and quantification of performance within the context of
economic, political and socia current processis vital for the future of any organization.
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3. Sizing intellectual capital as a source of organizational performance

In recent years, in a context of continuous transformations, in which knowledge is
generating performance, more and more organizations obtain profit based on intangible
products.As aresult, intellectual capital became the center of attention, that intangible asset
available to any organizations that can be converted at any point or time into a source of
competitive advantage.

Intellectual capital (intangible asset from an accounting perspective), began to
experience a variaty of meanings, both conceptual and structural. One of the approaches
sees the intellectual capital as "intellectual material-knowledge, informations, intellectual
property, experience- that can be put to use to create wealth". Other approach says that
intellectual capital is "knowledge that exists in an organization and can be used to create
a competitive advantage”.

From a structural point of view, intellectual capital consists of:

human capital, that contains abilities, experience, knowledge, skills,
creativity specific to the personnel;

structural capital, refers to processes, techniques, procedures used to
improve labor, products and services;

relational capital, targeting any type of relationships. market, power,
cooperation with customers and business partners.

In a more complete approach, intellectual capital includes the following intangible
assets:

market assets, namely trademarks, market segments, distribution channels,
assignment contracts, licensing or franchising etc.

infrastructure assets. technologies, methods, technical procedures that help
an organization operate effectively;

intellectual property assets. copyright, software, patents, trademarks,
products, services (industrial, commercial), know-how, etc.;

human values. professional skills of employees, including experience,
leadership, etc., all those skills that people posses to be able to process resources and create
value and surplus value.

In published literature, the idea of difference between the market value and
companies assets value can be explained through intellectual capital is highlighted more
and more.

In this context, cuantifying intellectual capital is still an approach that involves
some difficulty. Among the most popular models for measuring intellectual capital we can
find: Intangible Assets Monitor (Sveiby, 1997), Balanced Scorecard (Kaplan and Norton,
1996), Skandia AFS Business Navigator (Edvinsson and Maone, 1997).

As direct methods for measurement for intellectual capital, the most known are:

a. Technology Broker Method consists of determining an indicator that
expresses the value of the intellectual capital in monetary expression, starting from its four
components. market assets (trademarks, clients, licenses), human capital (skills,
knowledge, abilities), assets related to intellectua property ( which bring a financial
evaluation) and infrastructure assets (technologies, work processes).

The method involves using a set of questions that have the role to examine the
value of intellectual capital components. The results are then transformed in monetary
units, using a series of models. the cost approach, which is based on replacement cost:
market approach, based on the evaluation of company assets with other similar assets on
the market and the last approach based on revenue, which uses obtained revenue or
possible to obtain by using those assets. The weaknesses of the method are related to the
difficulty of measuring the qualitative factors.
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b Metoda Citation-Weightedeva Patents (CWP) consists of following six steps

for measuring intellectual capital:

- defining the role of knowledge in business;

- evaluation of al assetsin order to keep, develop, sell or abandon them;

- correlating the companies strategies with the devel opment of assets based on
knowledge;

- assigning investments in areas with significant differences;

- prioritizing portfolios of assets based on the knowledge of the company;

- redefining the assets portfolio and then remaking the cycle consisting of the
steps above.

The indicators used in this method, that identify the impact of the research costs -
development towards training and raising human capital are: sharing the costs needed to
develop the sales figure, number of patents, income reported to development and research
expenses, the costs to support a patent based on turnover, the costs for a project based on
profits throughout the whole duration of it.

This method had an important role in highlighting the contribution of the
investments in research and deviopment towards market value of the company. Other
methods of measuring the intellectual capital are those based on the rentability of the asset,
on scores, on stock market capitalization, etc.

The difficulty of measuring the intellectual capital continues with the retrieval
mode, as difficult in accounting reporting. According to the International Flnancial
Reporting Standards, IFRS, every can be acontrolled resource at an organizational level,
the result of some past events and future events to occur.So, that asset must have a cost, if
it can't be assigned avalue, then it won't be recognized as an asset.

Intellectual capital is a unique resource itself, the organization may utilize it
however it desires, assuming the risks that come with managing it. At the same time,
according to the International Accounting Standard IAS 38 "Intangible assets’, no part of
the intellectual capital can not be recognized as an asset because it is internally generated,
and the cost of development of the internal capital development is regarded as a smple
expense.

In these conditions, starting from the idea that the market value of a company is
given by the financial and intellectual, the solution can be, as in addition to the financial
situations, every organization to present a set of non-financia informations in which they
show the productive value of the intellectual capital.

Whatever the method used to quantify, intellectual capital, in all its complexity, isa
major contributor to the increase of organizational performance.

4. Conclusions

Organizational performance can be improved by ensuring synergy between tangible
and intangible assets (intellectual capital), the intangible assets can be looked at as away to
develop the tangible ones. Organizational performane is based on elements like: people,
work processes, informations, knowledges, decisions and rewards, being appreciated,
generdly, in relation to the degree of achievement of objectives towards all efforts were
channeled.

Intellectual capita is the main source of sustainable competitive advantage at an
organizational level, maintaining a so-called "chain of value': employees with skills,
knowledge, highly motivated and formed loyal will create satisfaction among customers
through products and/or quality services, which in turn will produce financial gains and
other type of winnings at an organizational level, in other terms, performance.
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To be performant means to be creative and innovative all the time, to be flexible
and dynamic, so you can handle any challenge of any type with success.

An organization that fails to mentain among these lines has no way to ensure a
viable success. (an organization ..... to fold among theselines ... ).

References:

1.

2.

3.

Bratianu, C., 2006. Un model de analiza a capitalului intelectual organizational.
Management& Marketing, 1(3), pp.17-32.

Curg, A. and Janu, I., Inteligenta intelectuala. [online] Available at:
<http://www.knowledgedynamics.ro> [Accessed 5 January 2017].

Nedy, A., 2006. Business performance measurement, Theory and practice.
Cambridge: Cambridge University Press.

Steward, T.A., 1999. Intellectual capital. The new wealth of organizations.
London: Nicholas Brealey Publishing.

Suciu, M.-C., 2008. Activele Intangibile si Capitalul Intelectual - Factori Cheie
ai Convergentei, Seria Working Papers, 7. Bucharest: Institutul National de
Cercetari Economice.

Sveiby, K.E., 2001. Intellectual Capital and Knowledge Management. [online]
Available at: <www.sveiby.com/articles/Intellectual Capital.html> [Accessed 5
January 2017].

Wall, A. and Krik, R., 2004. Intellectual capital: measuring the immeasurable?
Amsterdam: Elsevier.

168



ISSN 2537 — 4222 The Journal Contemporary Economy | 169
ISSN-L 2537 — 4222 Revista Economia Contemporand

ROLUL CAPITALULUI INTELECTUAL TN DIMENSIONAREA
PERFORMANTELOR ORGANIZATIONALE

Conf. univ. dr. Nicoleta BELU
Universitatea ”Constantin Brancoveanu” din Pitesti, Romania
Email: nicolbelu@yahoo.com

Conf. univ.dr. AlinaVOICULET
Universitatea ”Constantin Brancoveanu” din Pitesti, Roménia
Email: alinavO6@yahoo.com

Rezumat: Pentru orice organizafie, performanta este apreciata, la modul general, in raport de
gradul de realizare a obiectivelor spre care si-a canalizat toate eforturile. Pornind de la teoria clasica
conform careia resursa umana este cea mai importanta resursa aflata la dispozitia oricarei organizatii, se
poate afirma ca un loc important in dimensionarea performantelor revine capitalului uman, privit in raport
cu nivelul de cunostinte detinut, dar si cu satisfactia Tn munca si motivatia acestuia. Tn ultimii ani s-a
conturat tot mai mult ideea potrivit careia performanta unei organizatii depinde intr-o mai mare masura de
factorii interni (generatori de avantaj competitiv), decat de cei externi. Tn acest context, in dimensionarea
performantelor organizationale un rol esential revine capitalului intelectual, privit prin prisma celor trei
componente: capital uman, capital relational si capital structural.

Cuvinte-cheie: performanta organizationald, resursa umana, capital intelectual, avantaj competitiv.

Clasificare JEL: O34.

1. Introducere
Imperiileviitorului vor fi adevarate imperii ale mintii”’
Winston Churchill

La nivel mondial, in conditiile unei concurente acerbe, orice tip de entitate
organizationala trebuie sa desfasoare o activitate performanta, care sa-i genereze viabilitate
la nivelul pietei si, in acelasi timp, sustenabilitate.

Astazi, inteligenta umana ocupa un loc primordial Tn averea organizatiilor. A o
transpune n practica si a beneficia de rezultatele sale este o continud provocare. Capitalul
intelectual, respectiv tot ceea ce presupune cunostinte, informatii, experienta, proprietate
intelectuld, desi nu se regaseste decét partial n bilantul financiar anual, este o sursa de
avantaj competitiv durabil, capata valente noi intr-o lume a schimbarilor perpetue.

Valoarea reald de piatd a unei companii depinde intr-o foarte mare masurd de
modul de evaluare si cuantificare a activelor intangibile, care in multe cazuri sunt
principala sursa de venituri pentru organizatiile moderne. Relatia intre activele tangibile si
cele intangibile este incontestabila la nivel organizational, dar se pare ca, Tn contextul noii
economii, bazata pe cunoastere, cele intangibile au un rol esential in dezvoltarea celor
tangibile.

2. Dimensionarea performantei organizationale

Performanta, ca si concept, cunoaste numeroase acceptiuni. Una dintre acestea,
destul de cuprinzétoare, priveste performanta ca ,,un rezultat deosebit obtinut Th domeniul
managementului, cel economic, comercial, etc., ce implica eficienta, eficacitatea si
competitivitatea companiilor si comportamentele lor procesuale si structurale”. De
asemenea, intr-o alta abordare, performanta este reprezentata de ,,acel nivel al celor mai
bune rezultate obtinute™.

La nivel microeconomic, performanta este strans legata de o serie de concepte, cum
ar fi: productivitate, eficientd, eficacitate si rentabilitate. Productivitatea se defineste
comparand efectele obtinute cu eforturile depuse in acest sens, aprecierea facandu-se la
nivel global, de ansamblu, sau partial, la nivelul factorilor de productie. Eficienta inseamna
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a obtine anumite rezultate prestabilite cu un consum minim de resurse, iar €ficacitatea
vizeaza doar dimensiunea rezultatelor activitatii organizatiei, fiind reprezentatd de raportul
dintre rezultatul obtinut si obiectivul de atins.

Tn unele cazuri, performanta este privitd doar prin prisma rentabilititii, adica
rezultatul de ansamblu al intregii activitati a organizatiei, generat de capitalul material,
financiar si intelectual, rezultat concretizat in profit.

Performanta unei organizatii are urmatoarele dimensiuni:

performanta financiara, data de o serie de indicatori economico-financiari
specifici (fluxuri de numerar, valoare adaugata, rentabilitatea capitalurilor/activelor
angajate, capital circulant etc.). Cunoasterea performantei financiare a unei firme este de
interes major, mai ales pentru investitori, atét efectivi, cé si potentiali, deoarece reflecta
modul in care organizatia produce valoare;

performanta de marketing, generatd de faptul cd@ principalul activ de
marketing sunt clientii, urmat de capitalul marca, ambele active fiind generatoare de
valoare, atat pentru organizatie cat si pentru stakeholderi. Din aceste considerente se
apreciaza ca evaluarea si cuantificarea performantei de marketing este o prioritate
strategica la nivel de organizatie, sub toate aspectele: managementul relatiilor cu clientii,
eficienta de marketing, lantul de distributie etc.;

performanta resursei umane, o dimensiune relativ complexa, care vizeaza
masurarea rezultatelor angajatilor, dar si a comportamentelor lor la nivel organizational.
Masurarea bazata pe rezultate prezinta riscul de a fi afectata de rezultatele muncii in echipa
sau de factori care nu pot fi controlati de angajat. Din punct de vedere comportamental,
masurarea performantei resursei umane presupune identificarea competentelor necesare
desfasurarii eficace a unei anumite activitati si definirea standardelor care sa descrie
nivelele de performantd. Performanta resurselor umane consta in a evalua atét ceea ce au
obtinut angajatii, respectiv rezultatele, dar si modul in care au reusit sa obtina aceste
rezultete;

performanta intangibila, dificil de evaluat si cuantificat, este generata de
acele active intangibile (capital intelectual), care, potrivit specialistilor in domeniu, au 0
contributie net superioard la performanta de ansamblu a organizatiei, comparativ cu
activele tangibile;

performanta sociala si de mediu, acea dimensiune a performantei care are
drept idee centrald faptul ca orice organizatie trebuie sa-si evalueze performantele nu doar
fata de partile direct interesate, cu care se afla in relatii de colaborare, ci si fata de
comunitatile locale si mediul finconjurator. Performanta sociald vizeazd impactul
organizatiei asupra comunitatii Tn care—si desfasoara activitatea, iar performanta de mediu
vizeaza resursele utilizate si impactul asupra mediului.

Intre formele de performantd prezentate existd relatii de interconditionalitate,
principalii factorii de determinare fiind legati de: abilitatile si cunostintele angajatilor,
climat organizational, relatii de munca, motivatie extrinseca, dar si recompensare Si
promovare. A evalua performanta unei organizatii nu inseamna doar a te limita la o serie
de indicatori economico-financiari. Atat performanta financiara, cat si cea operationala se
realizeaza ,,cu oameni si prin oameni’. Ca atare, interesul pentru performanta este diferit
la nivelul stakeholderilor: stafful managerial este interesat de performanta de ansamblu a
organizatiei, personalul de stabilitate, investitorii de rentabilitatea investitiei, clientii de
servicii de calitate etc.

Cuantificarea performantei organizationale a suscitat interesul specialistilor in
domeniu. Astfel, au fost dezvoltate o serie de modele de dimensionare a performantei
organizationale, cum ar fi: Tabloul de bord echlibrat - Balanced Scorecard (Kaplan si
Norton), Prisma performantei (Kennerley si Neely), Modelul-matrice a performantei (D.P.
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Keegan, R.G. Eiler si C.R. Jones), Piramida SMART (Lynch si Cross), Modelul
determinantilor si al rezultatelor (Fitzgerald), Modelul de excelenta in afaceri EFQM etc.
n prezentarea de fati ne vom opri la doud dintre aceste modele, destul de relevante pentru
intreg procesul de evaluare a performantei organizationale:

a. Tabloul de bord echilibrat (Balanced Scorecard - BSC) redlizat de R.
Kaplan si D. Norton Tn 1992, are la baza doua idei:

succesul pe termen lung al unei organizatii depinde de gradul de satisfacere
a asteptarilor a trei categorii de stakeholderi: actionari, clienti, angajati;

existenta unor relatii de interdependentd intre categoriile de stakeholderi
prezentate: atitudinile si comportamentul angajatilor au impact asupra gradului de
satisfacere a consumatorilor; atitudinile si comportamentul consumatorilor influenteaza
satisfactia actionarilor, care la randul lor influenteaza satisfactia angajatilor.

Balanced Scorecard masoara performanta organizationala din 4 perspective:

financiara, care vizeazd obiectivele organizationale financiare, masurand
succesul financiar al organizatiei;

a clientilor, care vizeaza obiective specifice, cum ar fi: cota de piata, gradul
de satisfactie al clientilor;

a proceselor interne, care vizeaza obiective operationale interne, evidentiind
procesel e-cheie pentru ndeplinirea obiectivelor clientilor;

de finvatare si crestere (dezvoltare), care vizeaza factorii intangibili,
determinanti ai succesului viitor: capital uman, capital organizational, capital
informational, cultura organizationala etc.

Ulterior, acest model a cunoscut Tmbunatatiri, n special Tn ceea ce priveste
perspectiva invatarii si cresterii, autorii modelului identificand trei componente ae
acesteia: capital organizational (cultura organizationald, leadership, managementul
cunoasterii); capital informational (infrastructura tehnologica, sisteme de informatii, retele
etc.) si capital uman (abilitati, cunostinte, competente). De asemenea, a suportat o serie de
critici legate in special de masurile financiare care nu reflecta in totalitate activitatile
curente care aduc valoare.

Tabelul nr. 1. Balanced Scorecard — axe principalesi indicatori

AXE INDICATORI
PERSPECTIVA FINANCIARA:
- Cresterea activitatii; - Crestereacifrei de afaceri;
- Cresterea ratei profitului operational, - Variatia profitului operational;
- Respectarea ratei de recuperare a capitalului | -  Ratade recuperare acapitalului investit;
investit; - Variatia cheltuielilor financiare;
- Diminuarea cheltui€lilor financiare; - Cheltuieli indirecte/ CA neta.

- Ameliorarea performantei operationale;
- Reducerea cheltuidlilor indirecte.

PERSPECTIVA CLIENTULUI: - % de noi clienti;

- Dezvoltarea masei de clienti; - CAde lanoii clienti;

- Fidelizarea clientilor; - Clientii pierduti;

- Dezvoltareaimaginii. - Cresterea CA din fidelizarea clientilor;
- Rezultatul evaluarilor clientilor.

PERSPECTIVA PROCESELOR INTERNE: - Cota de piatg;

- Dezvoltarea segmentelor strategice; - Numarul noilor produse;

- Dezvoltarea de procese inovatoare; - Litigii, reclamatii;

- Cdlitates; - Intarzieri, infractiuni.

- Respectarea legislatiei.

PERSPECTIVA DE INVATARE S| CRESTERE: - Acoperirea posturilor cheig;

- Dezvoltarea competentelor; - Numarul personaului Tnalt calificat;

- Formarea personalului; - Intarzieri — informatii lipsa.

-  Bazededate.

Sursa: prelucrat de autori
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Desi a fost utilizat in mod frecvent in cuantificarea performantelor organizationale,
acest model are o serie de negjunsuri, legate, Tn special, de resursa umana si satisfactia
anggjatilor, dar si de impactul asupra mediului si, implicit, asupra societétii, in ansamblu.

b. Modelul de excelenta in afaceri EFQM porneste de la premisa ca
performanta de ansamblu a organizatiei, rezultatele la nivelul resurselor umane, la nivelul
clientilor, la nivelul societéatii, Tn ansamblu, sunt generate de managementul organizatiei si
de capacitatea acestuia de a elabora si implementa strategia de ansamblu, gestionand
eficient resursele de care dispune.

Conceptele fundamental e care stau labaza EFQM sunt:

obtinerea unor rezultate echilibrate, respectiv dezvoltarea unui set de
indicatori prin intermediul carora managementul monitorizeaza progresul fata de viziunea,
misiunea si strategia organizatiei;

adaugarea de valoare pentru clienti, anticipAnd nevoile si asteptarile
acestora, chiar prin implicareain proiectarea produselor si serviciilor;

conducerea bazata pe viziune, inspiratie si integritate, respectiv concentrarea
pe leadership, pe viteza de reactie si adaptare pentru a asigura succesul organizational,

gestionarea proceselor, in scopul obtinerii unor rezultate echilibrate si
durabile;

obtinerea succesului prin oameni, valorizarea acestora pentru a se baza pe
angajamentul si loialitatea resursei umane;

promovarea creativitatii si inovarii cu scopul de a creste nivelul de
performantd, considerand toate partile interesate surse de creatie si inovare;

crearea de parteneriate cu clientii, furnizorii, organizatii non-
guvernamentale, cu societateain ansamblu;

asumarea responsabilitatii pentru un viitor sustenabil, gestionand in mod
eficient impactul organizatiei asupra mediului Tnconjurator si asupra comunitatilor, pentru
a aspira la durabilitate economica, sociala si de mediu.

Potrivit modelului, criteriile factorilor determinanti sunt:

leadership, in sensul existentei unor lideri care modeleaza viitorul
organizatiei, promoveaza o cultura a excelentei, gestioneaza eficient schimbarile si asigura
flexibilitate organizationalg;

personalul, in sensul armonizarii intereselor organizationale cu interesele si
asteptarile angajatilor, cu scopul de a creste gradul de motivare si angajamentul fata de
organizatie;

strategia, Tn sensul elaborarii unei strategii de ansamblu, flexibile, Tn
armonie cu interesele actionarilor dar tindnd cont de capacitatile organizationale, care sa
asigure durabilitate economica, sociala si ecologica;

parteneriate si resurse, cu scopul de armonizare aintereselor stakeholderilor
pentru realizarea obiectivelor organizationale;

procese, produse si servicii, in sensul gestionarii eficiente a proceselor
organizationale pentru generarea unor produse si/sau servicii care sa satisfaca cerintele
clientilor.

Toate aceste modele, cu avantge si limite, comportd Tmbunatatiri care sa
corespunda schimbarilor actuale, atét din mediul intern, ca s din mediul extern a
organizatiei. Evaluarea si cuantificarea performantei, in context economic, politic, social
actual, este un proces de importanta vitald pentru viitorul oricarei organizatii.
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3. Dimensionarea capitalului intelectual ca sursa de performanta

organizationala

Tn ultimii ani, Tntr-un context al transforméarilor continue, in care cunoasterea este
generatoare de performanta, tot mai multe organizatii obtin profit pe baza unor produse
intangibile. Drept urmare, o atentie deosebitda a Tnceput sa fie acordata capitalului
intelectual, acel activ intangibil aflat la dispozitia oricdrei organizatii, care poate fi
transformat oricand in sursa de avantaj competitiv.

Capitalul intelectua (activ intangibil din perspectiva contabild) cunoaste o varietate
de acceptiuni, atat conceptuale, cat si structurale. Una din abordari priveste capitalul
intelectual ca ,,materialul intelectual — cunostinte, informatii, proprietate intelectuala,
experienta — care poate fi pus in folosintd pentru a crea bogatie”. Intr-o ata abordare
capitalul intelectual reprezintd ,,cunostinte care exista intr-o organizatie si care pot fi
folosite pentru a crea avantaj competitiv.”

Din punct de vedere structural, componentel e capitalului intelectual sunt:

- capitalul uman, care cuprinde abilitatile, experienta, cunostintele,
atitudinile, creativitatea specifice personalului;
capitalul structural, care se refera la procese, tehnici, proceduri de
Tmbunatatire a muncii, a produselor si serviciilor;
capitalul relational, care vizeaza orice tip de relatii: de piata, de putere,
de cooperare cu clientii si cu partenerii de afaceri.

Tntr-o abordare mai completd, capitalul intelectual cuprinde urméitoarele active
intangibile:

active de piata, respectiv marci comerciale, segmente de piata, canale de
distributie, contracte de cesiune, licentiere sau franchising, etc.;

active de infrastructura: tehnologii, metodologii, procedee tehnice
specifice care fac ca o organizatie sa functioneze eficient;

active de proprietate intelectuala: drepturi de autor, software, brevete de
inventie, marci de fabrica, de produs, de servicii (industriale,
comerciae), know-how etc.;

valori umane: abilitati profesionale ale salariatilor, inclusiv experiente,
leadership etc., respectiv toate acele abilitafi de care oamenii dispun
pentru atransformaresursele si de acreavaloare si plusvaloare.

In literatura de specialitate se accentueaza tot mai mult ideea ca diferenta dintre
valoarea de piata si valoarea activelor companiilor poate fi explicata prin prisma capitalul ui
intelectual.

Tn acest context, cuantificarea capitalului intelectual este si astazi un demers care
comporta oarecare dificultate. Printre cele mai cunoscute modele de masurare a capitalului
intelectual se numara: Monitorul Activelor Intangibile (Sveiby, 1997), Balanced Scorecard
(Kaplan si Norton, 1996), Navigatorul de afaceri Skandia (Edvinsson si Malone, 1997). Ca
si metode directe de masurare a capitalui intelectual, cele mai cunoscute sunt:

a. Metoda Tehnology Broker consta in determinarea unui indicator care exprima
valoarea capitalului intelectual Tn expresie monetara, pornind de la cele patru componente
ale sde: active de piata (marci, clienti, licente), capital uman (competente, cunostinte,
abilitati), active legate de proprietatea intelectuala (care aduc o evauare financiara) si
active legate de infrastructura (tehnologii, procese de lucru).

Metoda presupune folosirea unui set de Tntrebari care au rolul de a examina
valoarea componentelor capitalului intelectual. Rezultatele sunt transformate Tn unitafi
monetare, folosind o serie de modele: abordarea prin costuri, care se bazeaza pe costul de
inlocuire; abordarea de piata, care se bazeaza pe evaluarea activelor companiei cu alte
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active similare pe piata si abordarea prin intermediul venitului, care se bazeaza pe venitul
obtinut sau posibil de obtinut prin utilizarea respectivelor active. Punctele slabe ale
metodei sunt legate de dificultatea masurarii factorilor calitativi.

b. Metoda Citation-Weightedeva Patents (CWP) consta in parcurgerea a sase
pasi pentru masurarea capitalului intelectual:

- definirea rolului cunostintelor in afaceri;

- evauarea tuturor activelor cu scopul de a le pastra, dezvolta, vinde sau
abandong;

- corelarea strategiilor companiel cu dezvoltarea activelor bazate pe
cunostinte;

- alocarea investitiilor in zone cu decalaje semnificative;

- lerarhizarea portofoliilor de active bazate pe cunostintele companiei;

- redefinirea portofoliului de active si apoi refacerea ciclului compus din
pasii de mai sus.

Indicatorii folositi Th cadrul acestei metode, care identifica impactul cheltuielilor de
cercetare-dezvoltare asupra formarii si dezvoltdrii capitalului uman sunt: ponderea
cheltuielilor alocate pentru dezvoltare in cifra de afaceri, numar de patente, venit raportat
la cheltuieli pentru cercetare si dezvoltare, costul de intretinere al unui patent raportat la
cifra de afaceri, costul unui proiect raportat la incasari pe ntreaga duratda a acestuia.
Aceasta metoda a avut un rol important in punerea in valoare a contributiei investitiilor Tn
cercetare si dezvoltare asupra valorii de piata a companiei.

Alte metode de masurare a capitalului intelectual sunt cele bazate pe rentabilitatea
activelor, pe scoruri, pe capitalizare bursiera etc.

Dificultatea masurarii capitalului intelectual continud cu modul de regasire, la fel
de dificil, in raportarea contabild. Potrivit Standardelor Internationale de Raportare
Contabila (IFRS), orice activ este privit ca o resursa controlatd la nivel organizational,
rezultat a unor evenimente trecute si care produce evenimente viitoare. Deci, acel activ
trebuie sa aiba un cost, iar daca nu i se poate atribui o valoare, nu poate fi recunoscut ca
activ.

Capitalul intelectual este o resursd unica in sine, de care organizatia poate dispune
cum doreste, asumandu-si, astfel, si riscurile gestionarii lui. Tn acelasi timp, potrivit
Standardului International de Contabilitate IAS 38 ,,Active necorporale”, nicio parte din
capitalul intelectual nu poate fi recunoscut ca si activ pentru ca este generat intern, iar
costul dezvoltarii capitalului intern este privit ca o simpla cheltuiala.

Tn aceste conditii, plecand de la ideea ca valoarea de piati a unei companii este data
de capitalulul financiar si de capitalul intelectual, solutia ar fi, ca pe langa situatiile
financiare, orice organizatie sa prezinte si un set de informatii non-financiare in care sa se
arate valoarea productiva a capitalului intelectual.

Indiferent de metoda de cuantificare folosita, capitalului intelectual, in toata
complexitatea sa, contribuie major la cresterea performantei organizationale.

4. Concluzii

Performanta organizatiei poate fi Tmbunatatitd prin asigurarea sinergiei Tintre
activele tangibile si cele intangibile (capital intelectual), ultimele fiind privite ca mijloc de
dezvoltare pentru cele tangibile. Performanta organizationald se bazeaza pe elemente ca:
oameni, procese de lucru, management, informatii, cunostinte, decizii si recompense, fiind
apreciata, la modul general, in raport de gradul de realizare a obiectivelor spre care au fost
canalizate toate eforturile.

Capitalul intelectual este principala sursa de avantaj competitiv durabil la nivel
organizational, asigurand un asa-numit ,,lant al valorii”: salariatii cu abilitati, cunostinte,
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puternic motivati si loializati, vor crea satisfactie in randul clientilor prin produse si/sau
servicii de calitate, care, larandul lor, vor produce céstiguri financiare si de alta naturd la
nivel de organizatie, altfel spus, performanta.

A fi performant inseamna a fi creativ si inovativ in permanentd, a fi flexibil si
dinamic, pentru a face fata cu succes provocarilor de orice fel.

O organizatie care nu va reusi s& se plieze pe aceste coordonate nu are cum Sa-si
asigure un succes viabil.
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1. Introduction

1.1. Oracle Business Intelligence

It is a complete, open, and architecturally unified business intelligence solution for
the enterprise that delivers best-in-class capabilities for reporting, ad hoc query and
analysis, OLAP, dashboards, and scorecards. All enterprise data sources—as well as
metrics, calculations, definitions, and hierarchies—are managed in a Common Enterprise
Information Model, providing users with accurate and consistent insight, regardiess of
where the information is consumed. Users can access and interact with information in
multiple ways, including web-based dashboards, collaboration workspaces, search bars,
mobile devices, and M 'S Office applications.

Business Intelligence architecture components include: presentation services, Bl
presentation server and catalog, Bl server, Bl repository, data sources.

Presentation Services include Bl Analysis Editor and Bl Dashboards are examples
of end-user tools that provide access to business intelligence information via a web
browser.

- Bl Anaysis Editor isaset of graphical tools used to build, view, and modify Oracle
Bl analyses. The analyses are queries against an organization’s data.

- Bl Dashboards is used to display the results of analyses that are embedded in the
dashboard, and other items, such as links to saved anayses, links to websites,
Active-X objects, HTML text, and links to documents. Dashboards are typically
created by users with administrator permissions. However, dashboards are smple
to create via the user-friendly Bl interface. After dashboards are created, they can
be shared by common groups of users or can be personal (not shared).

Bl Presentation Server and Catalog - Bl Presentation Server is an extension to an
existing web server:

- It receives processing instructions from an Bl Presentation Services end-user tool,
retrieves the requested information from Bl Server, and then renders the
information inside the requesting tool.

- It usesthe Presentation Catalog to store saved content such as analyses, dashboards,
and other Bl objects.
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Bl Server isthe core server behind Business Intelligence. It is an optimized query
engine that recelves analytical requests, intelligently accesses multiple physical data
sources, generates SQL to query data in the data sources, and then structures the results to
satisfy the requests. It also handles requests from a variety of front ends, including Oracle
Bl applications as well as third-party tools. Bl Server allows a single information request
to query multiple data sources, providing information access to members of the enterprise
and, in web-based applications, to suppliers, customers, prospects, or any authorized user
with web access. Bl Server serves as a portal to structured data that resides in one or more
data sources: multiple data marts, the Bl Data Warehouse, an enterprise data warehouse, an
operational data store, transaction system databases, unstructured data, personal databases,
and so on. Transparent to both end users and query tools, Bl Server functions as the
integrating component of a complex decision support system by acting as a layer of
abstraction and unification over the underlying databases. This offers users a smplified
guery environment in which they can ask business questions that span information sources
across the enterprise and beyond.

Bl Repository - The Bl repository stores the metadata used by Bl Server - accessed
and configured using the Bl Administration Tool, which is used by administrators to:
Import metadata from databases and other data sources;, Simplify and reorganize the
metadata into business models; Structure the business model for presentation to analysis
and dashboard users

Data Sources contain the business data that users want to analyze. - Accessed by
Bl Server Can bein any format, such as: Relational databases; Online analytical processing
(OLAP) databases, XML for Analysis (XMLA); Flat files; Spreadshests.

Sample Analysis Processing, involves the following steps (figure 1):
1. User views adashboard or submits an analysis.
2. Bl Presentation Server makes a request to Bl Server to retrieve the
requested data.
3. Using the repository file, Bl Server optimizes functions to request the data
from the data sources.
4. Bl Server receives the data from the data sources and processes it as
necessary.
Bl Server passes the data to Bl Presentation Server.
Bl Presentation Server formats the data and sends it to the Presentation

Services end-user tool.
Presentation Services

- Analysis Editor :> Iz> Oracle E> Data
: Bl Server : SAUrces

+  Dashboards <E
Figure 1. Analysis processing

Signing In to Presentation Services. Signing in to Presentation Services
authenticates you as a user.When you sign in to Presentation Services, you are by default a
member of the Authenticated User role. The permissions and privileges that you have are
determined by your role.

Business I ntelligence Analysis. An analysis is a query against an organization’s data
that provides answers to business questions. A query contains the underlying SQL
statements that are issued to the Bl Server. Analyses let you explore and interact with
information by visually presenting data in tables, graphs, pivot tables, and so on. We can
save, organize, and share the results of analyses. Analyses that we create can be saved in
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the Bl Presentation Catalog and integrated into any Bl EE dashboard. Analyses can be
enhanced through features such as graphs, result layout, calculated items, and drilling.

1.2. MicroStrategy

MicroStrategy develops outstanding business intelligence software application that
allows companies to analyze internal and external business datain order to perform better-
informed business decisions as well as to develop mobile apps. The company’s proprietary
software can be deployed as cloud services or the data centers of companies.
MicroStrategy develops and provides business intelligence, cloud-based, and mobile
software, services. The company’s software does analytics on a wide range of data,
including sales figures, payroll data, and inventory to help inform the business decisions of
business users. Its socia intelligence platform offers a good number of applications that
can help enterprises effectively harness the power of magor social networks for ther
marketing and e-commerce purposes, as well as a suite of free consumer apps that tap
MicroStrategy’s enterprise technologies.

The MicroStrategy Cloud platform combines MicroStrategy with third-party
hardware, software, and services to allow cost-effective and rapid development of hosted
business intelligence, mobile, and social applications. The MicroStrategy platform uses a
single common metadatafor consistency and streamlined maintenance. Metrics and
attributes are created once and used across different types of reports. Changes are made in
one place and all related reports are automatically updated. Similarly, security permissions
are granted in one place, reducing administration costs.

2. Comparativestudy - Oracle Bl vs. MicroStrategy

Business Intelligence Software is a class of computer applications that process and
analyze corporate data to produce quality insights, and help understand the health of your
business. Bl software uses a variety of formulas and metrics to measure, compare, and
relate business indicators, and makes it possible to distinguish the strengths and
weaknesses of every company. The main functions of these systems are data discovery,
data management, and reporting, but some of them also evaluate functionality and
employees’ performance.

The goa of business intelligence programs is to alow for the easy and deeper
interpretation of large volumes of business data. Finding out opportunities to grow and
adopting effective strategies based on these deep, analytical insights can provide
businesses a huge competitive market edge over competitors, aside from long-term
stability. In addition, business intelligence software programs can provide businesses
historical, current, and predictive online views of various operations of their business.

Whatever the objective for using such a software solution, it is most efficient when it
combines business data obtained from the market (known as externa data) with the data
considered internal to the operations, including financial (known as internal data). With its
capacity to combine two extremely different data sets, the best Business Intelligence
software can give you a more comprehensive overview of the business.

Business Intelligence Apps and systems are designed to analyze and transform big
data into operable business intelligence, which is especialy beneficia for large businesses
with complex structure and organization. They need robust and well-integrated solutions
that will revea the whole picture of how their business is doing, in particular such that
detect important trends and opportunities, and reveal risk on an early stage to help them
avoid severe financial damage.

Business intelligence programs can be deployed in different ways. These include:
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- On-premise deployment: In-house product installation using equipment owned or
leased by the company. The advantage is you are assured of data security.

- Cloud implementation: Public cloud, private cloud, or a hybrid cloud. The benefits are
we don’t have to download any software, or worry about upgrades and maintenance.

Data Management Tools. Include the following features:

- Data quality management— Helps companies maintain clean, error-free, and
standardized data. Standardization is essential for Bl implementations that include data
from multiple sources.

- Extract, transform and load (ETL) — Gathers data from outside sources, changes it, and
then loads it into the target system (a warehouse or database).

Data Discovery Applications. Features include:

- Data mining — Sifts through vast amounts of datato identify new patterns.

- Online analytical processing (OLAP)- Enables users to speedily evauate

multidimensional data from various perspectives.

- Predictive analytics— Evaluates current and historical data to make forecasts about

future opportunities and risks.

- Semantic and text analytics— Extracts and interprets huge volumes of text to spot

patterns, sentiment, and relationships.
Reporting Tools. Features include:

- Visualizations— Helps users create sophisticated graphical representations of data

using simple user interfaces.

- Dashboards—- Dashboards highlight key performance indicators (KPIs) that help

managers focus on important metrics.

- Report writers— Allows usersto design and create custom reports.

- Scorecarding — Scorecards give a numerical weight to performance and help to map

progress towards objectives.
Key Features of Business Intelligence Software. The most typical features of a
business intelligence program include:

- Experimenting to look at previous decisions (A/B testing or multivariate testing)

- Forecasting future business results (predictive modeling or predictive analytics)

- Extrapolating business data to see new patterns and rel ationships (data mining)

- Explaining the causes why a result or outcome has happened (statistical analysis or
guantitative analysis)

Business Intelligence solutions are generally defined with extensive functionality and
capabilities. If you are considering purchasing a business intelligence software program for
your company, consider the following features before buying one:

Data management: A major consideration when selecting business intelligence
programs is to check how capable a tool is in giving complex business data relevant
meaning and context for your business to understand the entire situation. It means the tool
you should choose should be able to make the raw and unstructured business data
“analytic-ready” with its data manipulation, extraction, query, as well as business logic
features.

Reporting: When choosing business intelligence, check out their reporting features
as claimed by the solution’s vendor or provider. Can the tool really create and distribute
business data in visually informative charts, tables, and in a specified or desired page
layout. Check how the tool visualizes the business data. Features such as associative
relationship displays, three dimensional images, and pivot-like, easy-to-configure
interfaces should be some of the top considerations in your mind.

Architecture: If the business has a huge number of data sets that are at the same
time complicated, you might consider buying a program that can effectively handle them
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and scales to large numbers of data sets (tool support scalable methods for diverse and
complex data sets). Check if the tool is designed using a single code base or if it offers
solutions compiled from various products that are developed independently. Check if the
tool has a quick development cycle, provides your business tightly integrated solutions,
and offers amazing user experience.

Tabd nr. 1. Scores

Software MicroStrategy Oracle
.m.“!.:un = _ e
Customer T Rt
experlence m il P = - ?oelal Fapularity Pa:nn e .
Total score p mmmm ) G 97% D e | S 0%
. £ oo OUR SCORE 8.0 z Bl s2s0esLikes DUR SCOGRE 8.9° A
Pricing $600 By quote
Overview MicroStrategy is committed to innovation, | A business suite designed to provide users
building on its core competence - | with the industry's first integrated, end-to-
Analytics. Put the ideal analytics platform | end Enterprise Performance Management
to work for your business. System.
Vendor Email | info@microstrategy.com oraclesales us@oracle.com
Supported Microsoft Office No information available.
Integrations
:;';tt of Advanced and predictive Business I ntelligence Foundation
ures .
analytics Performance Management
Businessintelligence Applications
Cloud Servers and Storage Systems
Easy to use and maintain Data Warehousing
High-performance business Bl Applications
intelligence Performance Management
Self-service analytics Applications
Big data solutions
Software as a service (SaaS)
Real-time WY SIWY G report
design
Scorecards and dashboards
Agile analytics
Enterprise reporting
Mobile
Ava@lable Windows Linux Windows Linux
Devices Android iPhone/i Pad Mac

Mac
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Oracle BI provides businesses with timely and accurate information presented in
very detailed and clever ways that alows users to run their operations smoothly and easily.
Highly valuable data derived from meaningful analytics and delivered quickly allows
businesses to create and deploy effective business strategies that would result to the
accomplishment of their business goals.

3. Conclusions

If we want to have a easy way to learn which Business Intelligence Software product
is better, our proprietary system gives Oracle Bl a score of 8.9 and MicroStrategy a score
of 8.0 for total quality and performance. Moreover, Oracle Bl is rated at 98%, while
MicroStrategy is rated 97% for their user satisfaction level. We can also examine their
product details, including modules, tools, options, plans, prices, and more. See if the
application allows you to customize at least part of its funnels to ensure the app fits the
own business procedures.
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